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90.9% of Baltimore families listen to radio 
during an average week. 

71.2% of the Baltimore homes are reached 
by radio on an average day. 

These are the big farts proved by Pulse's new 
"CPA" (Cumulative Pulse Audience) survey. 



And here's what another authority proves ahotit 'W-I-T-II: 
W-I-T-H has the top Nielsen circulation in the home county. 
Continued with low, low rates, V-l-T-H delivers more listen pro- 
per-dollar than any other radio or TV station in Baltimore. 
It's the big bargain buy! Get the whole story from your For- 
joe man. 



— in Baltimore 



Tom Tinsley, President • R. C. Embry, Vice-president • Represented by Forjoe & Co. 
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Hardcastle Motor Company of Goodlettsville, 
Term., decided recently to take an experimental 
flyer on Channel 1 daytime advertising — "just to 
see what would happen." Purchased : the 12:15 
p.m. news program with Ralph Christian, one 
day a week. 

So what did happen? Here's what Owner- 
Manager Dock Hardcastle reports: 

"After just our first and second broadcasts we 



received calls, letters and showroom visits from 
people all over Middle Tennessee and Southern. 
Kentucky. After the second broadcast alone, our 
salespeople were answering telephone calls for 
more than thirty minutes. One customer pur- 
chasing a car on an outright sale said he didn't 
know ice existed before he saw our program on 
television. We are amazed at the action ice have 
obtained with this limited schedule on a daytime 
TV news presentation, and as a result ice have 
extended our contract indefinitely." 



For further proof of the daytime selling power of Channel 4, 
contact WSM-TV's Irving Waugh or any Petry man. 



CHANNEL 



4 WSM-TV 



Clearly Nashville's #1 TV Station! 




How P&C pushes 
new brands 



No probe-caused 
changes seen 



More barn 
dances on tv? 



Most admen 
ignore fee tv 



Keep live tv 
pitches simple 



Tv mail pull: 
Half a ton! 



Growing policy among advertisers of diversifying consumer product 
lines , then leaning on radio and tv to push new brands across quickly 
is well exemplified by ad Goliath P&G. Firm's new products, such as 
Gleem and Pin-It, are among reasons P&G has bought heavily into 
nighttime network tv. For the details on P&G media strategy, new 
product development, see article this issue: "The P&G Story. Part 1. 
Why P&G plunged into nighttime tv," page 31. 

-SR- 

Although "government relations" is theme of this year's NARTB Con- 
vention, many broadcasters themselves feel current Congressional and 
FCC probes of air industry will have only small effect on industry. 
Special pre-convent ion survey by SPONSOR of some 900 radio and tv 
outlets (see story page 44) showed this pattern: 28% of stations 
felt that government probes would cause " no change " ; 20% felt they 
would cause "minor restrictions"; 4% said "major changes." Others 
had no clear idea of outcome, or felt probes were ill-advised. 

-SR- 

Will there be more barn dance programs on tv, especially when color 
tv comes? Barn dance shows lend themselves to low-cost color treat - 
men t because of costumes, fact that existing barn dance shows on 
radio are usually done in theatres, have many colorful sets in exis- 
tence. Latest barn dance to go on tv is WSM, Nashville's "Grand Ole 
Opry," which will showcase on NBC TV in 11 June one-shot. ABC TV has 
regular barn dance Saturday nights, "Ozark Jubilee" and WLS* "Na- 
tional Barn Dance" was carried on ABC TV for a time few years back. 

-SR- 

There is little evidence admen are analyzing long-term effects on 
advertising in event fee tv is approved. Reason may be no one is 
sure what form it would take if FCC okayed it. However, effect of 
fee tv as competitor for audience would be serious if it grew as 
big as some say it will. Burning question regarding effect of fee 
tv on free tv is answered by admen in story beginning on page 38. 
See "Will fee tv hurt sponsors?" 

-SR- 

Live "demonstration" tv commercials are cheaper than film, but only 
cause costly damage to sponsor's prestige and copy points if somebody 
blows a cue, checkups by Schwerin Research Corp. shows. Says Horace 
Schwerin: "Chances of error increase with the complexity of the 
'manual of arms' the presenter must go through." Example: live com- 
mercial for baking mix supposed to dissolve easily lost 40% of mem- 
ory value of same pitch on film when live demonstrator got confused, 
poured too little mix into too much water. 

-SR- 

Big mail pulls in tv are not merely a phenomenon of tv's earliest 
days. WPTZ, Philadelphia, pulled total of 204,657 postcards (half- 
ton of mail) as result of 12 on-the-air announcements in "Let Scott 
Do It" morning show. Hook for mail pull was a new 1955 Pontiac Cata- 
lina. Cards came from 4-state area. 
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REPORT TO SPONSORS for 16 Mav If>5.» 



Radio audience 
found stable 



Intense viewer 
a problem 



Big radio success 
for Hub auto firm 



Puerto Rican 
video booms 



New radio-only 
rep firm 



CIO radio web 
show a hit 



Stabil i ty of radio audience in television areas of varying set satu- 
ration is shown in new Polits study of 3 markets. Survey was spon- 
sored by WJR, Detroit; WHAS, Louisville; WGY, Albany-Troy-Schenectady, 
all outlets repped by Henry I. Christal Co. Study found that weekly 
cume radio audiences in areas of high saturation (Detroit, Albany- 
Troy-Schenectady) were 76 to 81%, almost as high as 83% radio figure 
for Louisville, where tv saturation is only moderate (50%). Study is 
follow-up to "Importance of Radio in Tv Areas Today," published in 
1953, also undertaken by Polits and sponsored by all 12 Christal 
stat ions . 

-SR- 

Some tv viewers are so intense that "interruption" of commercial is 
a minor traumatic experience, says the assistant advertising manager 
of an important paper firm. Because of this, more intense the audi- 
ence appeal of show, the less likely commerc i al will register, he 
adds. The adman is among those answering question "Can a show with 
too much audience appeal backfire on the sponsor by distracting too 
much from the commercial?" in this issue. See " Sponsor Asks , " page 110. 

-SR- 

Used car sales for Boston auto dealer jumped 600% in first mont h 
through use of what adman Norman Wexler (Silton Brothers Agency) 
calls "corny, but effective" spot radio drive. Gimmick was simple; 
auto firm was run by a Mrs. Joe Levin, only woman auto dealer in 
town. Agency established her as "Ma Levin" with saturation radio 
schedule of e.t. jingles, offered free doughnuts and coffee to all 
comers. "Ma" now spends over $3,000 weekly in spot, is being imi- 
tated widely by jealous Hub City used car dealers. Successes of 
this type explain good health of local-level radio. 

-SR- 

Television is big success with the residents of the U.S.'s Spanish- 
speaking island territory in the Caribbean, Puerto Rico, according 
to WAPA-TV, San Juan, President Jose Ramon Quinones. His estimate: 
75,000 tv receivers on the island — more than total number of Puerto 
Rican telephones. Set sales run about 6,000 monthly, are spurred on 
by island government's lifting of 20% tax on electrical imports. 
WAPA-TV has just celebrated year of commercial operation. 

-SR- 

Two radio-only national rep firms now are in operation. Latest entry 
(1 May) is Simmons Associates Inc., headed by David N. Simmons, re- 
cently v.p. of Blair, with headquarters at 270 Park Ave. in New York, 
telephone Mu. 8-2821. First client, one of nat i on's top radio out - 
le_ts_j_ may be announced this week. First exclusively radio rep firm 
was Henry I. Christal Co., now serving 12 stations. Only exclusively 
tv rep is Harrington, Righter & Parsons serving 9 stations. 

-SR- 

Network radio's opportunity to sell more institutional clients is 
indicated by success of most recently launched show of its type, CIO 
news. For over year, CIO has sponsored John Vandercook on ABC Radio, 
finds its audience is still building; Nielsen reports show makes up 
to 30 million audience impressions mon t hly . CIO, via Henry J. Kauf- 
man, Washington, D.C., uses commercials which stress labor union 
public relations, CIO views of national affairs. Show pulled 6,000 
requests with 3 announcements for booklet on Congressional voting. 
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a tip from the BIG TOP 



316,000 
WATTS 



LANCASTER, PA. 

NBC • CBS • DuMont 

It takes real showmanship, the best acts, ta draw 
the biggest crowds under the Big Tap. WGAL-TV 
fallows the same principles in presenting the best 
programs ta reach the largest audience— and 
that SELLS your product. This super-pawered 
station's 316,000-watt signal sends your message 
from its mauntaintop transmitter location ta 
the vast Channel 8 Mighty Market Place. Yes, 
WGAL-TV is the one station that reaches this 
rich market with a population af aver three million 
people who have mare than $514 billian ta 
spend. For peak sales results, buy WGAL-TV. 




STEINMAN STATION • CLAIR McCOLLOUGH, PRES. 



EEKER TV, Inc. 

NEW YORK LOS ANGELES CHICAGO SAN FRANCISCO 



Channel 8 Mighty Market Place 



Harrisburg 
York 



Lebanon 
Reading 



Hanover 
Pottsville 



Gettysburg 
Hazleton 



Chambersburg Waynesboro Frederick Westminster Carlisle Sunbury Martinsburg 
Shamokin Mount Carmel Bloomsburg Lewisburg Lewistown Lock Haven Hagerstown 
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ARTICLES 



DEPARTMENTS 



11 #11/ P&G plunged into nighttime iv: Part I 

What is the story behind the air practices of the biggest advertiser in the 
country? SPONSOR presents it in three parts; this issue covers P&G's current 
nighttime tv splurge; later articles will go into its spot and daytime air approach 

Xew spot radio cost estimator for top execs 

Sample schedule costs from Free & Peters' "Spot Radio Guide." Gives cost and 
coverage figures for spot radio campaigns as needed by top management 

Should an interstate mover use radio and tv? 

Seventeen years of air advertising has helped mate Bekins a household word on 
the West Coast. Moving firm with 1,000 vans, puts $330,000 into radio and tv 

H ill fee tv hurt sponsors? 

As the public debate on subscription tv reaches a fever pitch, SPONSOR polled 
admen for their views. Most feel that it poses little threat to commercial tv, 
think public acceptance of pay-as-you-see will be low 

Itlow-hy-hlow story of a tv test 

Though sales of B&M beans and brown br^ad slowed temporarily in the second 
half of April due to sharp order-cuttino by wholesalers (to beat an inventory 
tax), a quick pick-up on the tv test products was expected in early May 

Chicago admen view t-net radio presentation 

Admen were impressed with radio's broad coverage, but raised questions about 
future of network nighttime radio where it competes with tv for market 

KTII (OMK\TI(K\ SKCTIOIV 
Preview of the Convention 

As the 33rd NARTB Convention meets, here is a rundown of the issues which 
most concern broadcasters, as determined by SPONSOR survey of 900 stations 

11 hat iilm sfiutlivaiors are planning 

Increased activity among film syndicators, feature film firms is reflected in 40% 
more representation this year than last; 75% will show new packages 

tl'fmf firfiiifi! should know about the \ MSI It 

Which of the myriad activities of the NARTB most affect admen? SPONSOR 
explores the group's government relations, tv code, publicity, legal operations 



COM I NC 



The IWf; story: Port II 

Procter & Gamble's approach in buying spot radio and television and how it 
works with its seven agencies will be the subject of the second in a three-part 
series on the nation's largest advertiser 

K/oic-/»i/-Moi<* story of a tv test 

SPONSOR continues its six-month report on the results of a tv-only test in 
Green Bay, Wis., for the B&M baked beans and brown bread products 
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(LITTLE ROCK) 



Barrels Away at STAVES, Too! 



KTHS, Little Rock, is 50,000 watts— Basic CBS. It is 
listened to regularly by hundreds of thousands 
of people in towns and villages far beyond the 
Little Rock Trading Area! 

Consider Staves (Ark.) for example. With only 167 
persons, it's not much of a market in itself. 
But as one of many towns, villages and farms 
reached by KTHS, it is important. Actually, 
it would take about 21,000 Staves to equal 
the population in the KTHS interference- 
free daytime coverage area! 

Let your Branham man give you all the big KTHS facts. 



I^TUC 50,000 Watts 

IV, I CBS Radio 

BROADCASTING FROM 

LITTLE ROCK, ARKANSAS 

Represented by The Branham Co. 

Under Same Management as KWKH, Shreveport 

Henry Clay, Executive Vice President 
D. G. Robertson, General Manager 

— — ■ — a^M^ , • : — . _ — . . . _ _ 




The Station KTHS daytime primary (05MV M) area 
has a population of 1,002.758 people of whom over 
100.000 do not receive primary daytime service from 
any oiher radio station . . Our interference-free 
daytlmo coverage area has a population of 3.372.433. 




STATIONS 

are powerful enough 
and popular enough 
to register audiences 
in radio survey ratings 
of both Los Angeles and 
San Diego. 

Of these top four, 
KBIG is 

• the only independent 

• the least expensive 

• the lowest cost per 
thousand families 




JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, Colifornio 
Telephone: Hollywood 3-3205 

Nat. Rep. Robert Meeker & Assoc. Inc. 





Joy \\ ttsscrman. Benton Bowles, Xew York, 
buys radio and tv in Canada and the VS. for his 
P&G account. "It's interesting to watch the 
progress of Canadian tv, particularly in light of our 
own history. They've got about 30% penetration 
now, comparable to the I ,S. say around 19o0 or 
1951. It's growing rapidly, in some ways quite 
differently from the way it did here. The Canadian 
Broadcasting Corporation, of course, has the last 
word on what programs and commercials go on 
the air, whereas the industry itself decides that 
here. They've got 23 stations, a tv network, but 
the big shows are generally piped in from the 
( .S., like Dragnet, I Love Lucy. P&G sjionsors two 
network tv shows up there: On Camera, a live 
show, and My Favorite Husband, on film." 



Jim Xl'riHo. Danccr-Fitzgerald-Sample, Xew 
York, says that com]>etition among the tv stations 
often results in better buys for the clients. "The 
gradual disapjiearance of the one-station tv market 
has resulted in a greater independence of choice 
for both the viewing public and the advertiser for 
the public, in that stations must now program to 
people who have a choice of channels where before 
the choice lay in viewing or not. Stations must 
now compete for an advertiser's budget where before 
the choice lay in going into a market or not. Fal- 
staff, a heavy spot program user, has frequently 
gotten better time jieriods as a result." He points 
out that the loss of ratings as new stations come in 
is sometimes offset by growth of total audience. 



>loi"|«i*k* l'Vi»t»m«ii, A'. II", Aver, Xew York, is 
currently ]>lacing commercials for the new colored 
telephones and extensions that the telephone com- 
pany sells. "The ai>i?eal of such extra extensions is 
generally to the woman who might like to have a 
plume in the kitchen or upstairs. To get this 
audience, I like to buy daytime radio, which has 
retained its loyal women's audience. Shows like 
a morning Godfrey program or early afternoon 
soap operas are tops in tv markets too. The best 
daytime radio hours. I think, are between 
10:00 a.m. and 12:30 p.m., when the woman 
generally cleans house, and after lunch, before 
the kids come home from school, say, perhaps 
until about 1:00 p.m. And the cost is low, 
because daytime is Class 'H,' of course." 
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the ABC affiliates in America's 13th market 




Channel 11 



Now a full time operation 
Now under a single management 

Now a better buy than ever -fc 



Effective 
May 1, 1955 



Greatest double play of the season is the addition of the St. Louis Cardinal 
baseball broadcasts to the KMOX lineup. Combining CBS Radio Network 

and top-rated local personality programs with St. Louis' most compelling 
summer attraction, KMOX is winning greater audiences than ever before. 

The scoreboard shows KMOX leading all other St. Louis radio stations with: 
highest-rated news programs, highest-rated music program, highest-rated 

farm features, highest-rated sports programs, highest-rated local 
personalities . , . and now Cardinal baseball too ! 

This programming makes KMOX the most listened-to radio station in St. Louis 
month after month, year after year . . . delivering a ii per cent larger 
audience than any other station and reaching more than 90 per cent 

of the market's radio homes weekly ! For the winning sales combination in 
St. Louis, get in touch with CBS Radio Spot Sales or , g^Tj^j| J^F 

"The Voice of St. Louis" 



1 




No Trick When 
You Know How 




It's no trick capturing the forges* 
share of audience when 
yau're selling on KSDO . . . 
San Diego's music and sports station. 

According to HOOPER, KSDO is 
firs! in listeners in this rich, 
billion dollar market. 

May we show yau haw to turn the 
trick for your clients on KSDO? 

z 




KSDO 

1130 KC 5000 WATTS 
Rwrtiintnlivn 



John E. Pearson Co New York 
Chicago — Dallas — Minneapolis 
Daren McCavren — San Francisco 
Walt Lake — Los Angeles 
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by Bob Foreman 
Is there anybody who isn't u tv critic? 

These pages shall serve today as a tribute lo a type of tv 
critic of which there is a sad paucity. I refer specifically to 
my middle child — 11 -year-old Betsy — who in all other re- 
spects is rather normal, gets good grades in school, swims 
well, makes passable w oven-leather belts in handicraft. But 
when it comes to her tv preferences, she simply hasn't any. 
She likes everything. The grainiest of British features, the 
most saccharine of m.c.'s. the most boring of situation com- 
edies and club footed of dramatics — Betsy enjoys "em all, 
minute after minute, hour after hour. 

1 realize that anything is better than going to bed or doing 
homework wdiieh are the two most prevalent alternatives. 
Nevertheless, I salute her and wish that some of her constant 
adulation of the medium could be injected into the veins of 
thousands of jaundiced critics who never seem to find any- 
thing to their tv liking. 

Unlike any other facet of show business — or any other 
business for that matter — television is judged by just about 
everybody. Motion pictures have their friends and foes. So 
do Broadway plays. Likewise the ballet, nightclub floor 
shows, etc. But, for these, the critics are far fewer than the 
appalling multitude who "knows what's wrong with tv" and 
are more than willing to 1(41 you. 

This latter group includes the vast viewing public, which 
not only exerts a critical influence by mere selection of pro- 
gram but which also carries a ready comment about on the 
tip of its tongue. As you know, cab drivers, bartenders and 
stenographers are as vocal about the relative merits of spec- 
taculars as thev are about the camera work on baseball games 
and the wisdom of slotting Medic opposite Lucy, to name a 
few of the dozens of tv subjects about which they are able 
to reveal their wisdom. 

Never before has such an intensive and detailed knowledge 
been made available by laymen. 

However, the home viewer, pure and. of course, simple, is 
not half so avid a critic as i- the fellow who has some con- 
nection with the program. By connection I mean those who 
are in some way personally interested by dint of the fact 
that they or their brother-in-law* are distributors of the spon- 
sor's product or are friends of the producer's sister or any 
oilier of the seemingly tenuous but f rightcningly powerful 
reasons lo hold an "inside opinion." Critical acumen In- 
(Please turn to page 114) 
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FIRST AGAIN ... by a bigger margin than ever! 



The ARB ratings tell the story! 

From 7:00 AM until midnight, seven days a week, 
KSTP-TV leads all other Minneapolis-St, Paul tele- 
vision stations in average program ratings* . . . and 
by a bigger margin than ever! During the important 
evening hours from 5:00 PM until midnight, KSTP- 
TV leads its nearest competitor in average weekday 
ratings by more than seven points. 

In this rich, Northwest market which includes 
more than 600,000 television homes and commands 



a spendable income of Four Billion Dollars, 
KSTP-TV has long been the leader. It is the North- 
west's first television station, first with maximum 
power, first with color TV and, of course, first in 
audience. 

The listener-loyalty which KSTP-TV has won 
through superior entertainment, talent, showman- 
ship and service means sales for you! That's why — 
dollar for dollar — KSTP-TV is your first buy and 
your best buy in the great Northwest. 



*Weekly average, ARB Metropolitan 
Area Report, March, 1955. 





MINNEAPOLIS • ST. PAUL Basic NBC Affiliate 

*Tfas /MHtetveffrk. leaden? Qfatfotil 

EDWARD PETRY I CO., INC. • NATIONAL REPRESENTATIVES 
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(That's our special 




CAN ANSWER ALL FOUR! 




contact 

FREE & PETERS 

for details 

★ II'FBL has been 
Syracuse's 
Number One 
radio station 
since 1922 
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MADISON 



SPONSOR invites letters to thf editor. 
Address 40 E. 49 St., Xev York 17. 

HE'S ANTI-ROBOT 

I know Mime account men to whom a 
time Inning machine would he a 
boon, 

But just the same I hope one doesn't 
get built very soon. 

As Mr. Flanagan so generously states, 

A C&W man can always get a job sell- 
ing figs or dates, 

But what about the men from Comp- 
ton. or Ted Bates? 

Besides, show me a machine that can 
do more than evaluate. 

Whereas us human-type buyers can 
create! 

Ratings and coverage and all that gull, 
Just ain't enough. 

And anyway, they'd have to hire a man 

to plug it in the socket 
And to keep the clients' children from 

taking the slide rule out of the 

pocket. 

Electronic machines that work on vec- 
tors, 

Ain't no substitute for Media Direc- 
tors. 

Some mornings when I'm not too keen 
1 almost feel like a machine. 
So copperplate me if you must 
And guarantee me not to rust 
On my forehead you can even install 
a knob. 

But please don't take away my job. 
On )our idea, Mr. Flanagan, pooh! 
Would you like us to invent a machine 
to replace vou? 

Jeremy D. Spraguk 
Time.buyer 

Cunningham & Walsh 
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• Human tiiuclmj «-r Sprapup i« an*,** rrlng Tom 
Kliinacan's satin- in tXic 2 M ay M*0\SOK v. hleh 
Mljsp<"-t«'<l thnt n time buying machine exl*!*, jant 
as snrcK as tin* itlcu of a uNing machine cxNtrtl 
in tlu* in i ntis of tin* Wright brothers. 



RESEARCH 

1 was ven happ\ to sec the com- 
ment in your 18 April issue under 
'"Sponsor Speaks" alluding to the 
'■mathematical curtain'' drawn over 
some of the basic details of radio and 
television audience research services 
h\ companies issuing them. I should 
like to stale for the record that we at 
ARB are in complete accord with the 
(Please turn to page 17) 
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What hav/e they in common ? 



Our clients come in a wide variety of sizes. But they 
have one thing in common. 

No matter what size they are now, they want to 
grow and to keep on growing. 

We've always felt that the size of a client's ambi- YOUNG & RUBICAM, INC. 
tion was a lot more important than the size of his Advertising • New York Ch/cogo Detroit Son Fronc/sco 

advertising budget. los Angeles Hollywood Montreol Toronto Mexico Ci'/y London 
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picture clear 



To help keep network TV pictures 
clear as they go from city In city, the 
Bell System is installing Automatic. 
Snitching Equipment (A.S.E.) on all 
major multi-channel radio relay routes. 

1 lore's how it works: 

Even ihe most carefully engineered 
microwave radio sv stems are affected 
bv some fading caused h) atmospheric 
changes. The onlj wav to avoid this 
interference in television pictures car- 
ried from city to city by radio rrlaj is 
to switch the signals to another path. 

Manual switching is not fast enough 
to heat sudden fades. To make the 



change-over automatic, the Hell System 
designed A.S.E. which switches radio 
relay channels in a split second. 

Now— when fading threatens — it is 
recognized by an electronic dev ice that 
sends a warning signal back to the con- 
trol station. The picture is then switched 
automatically to a protection channel. 
Hie entire operation could take place 
several limes a second without disturb- 
ing your program in any way. 

Advances of this sort in equipment 
and technique assure that the television 
public, will have the benefit of the best 
possible service now and in the future. 




BELL TELEPHONE SYSTEM 

f'raritlhif! transmission channels for intercity television today and tomorrow 
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49TH b MADISON 

(Continued from page 12 I 

Views \ ou express and. as a concrete 
indication of our feeling, we have re- 
ceuth taken t lie following steps: 

1. Each ARB metropolitan area re- 
port now contains on t lie first page a 
statement revealing the exact number 
of completed diaries actually tabulated 
to make the ratings shown on the suc- 
ceeding pages. This is the onlj I>a*is 
on which sample size can be judged. 

2. After extended research on diary 
methods, we have come to the conclu- 
sion that no possible series of so-called 
''correction factors" can adjust diaries 
not properly engineered in the first 
place. Such correction factors cau-e 
much of the existing confusion con- 
cerning ratings. It is far better, 
through careful placement and inter- 
viewing throughout the diary period, 
to obtain an accurate record from sam- 
ple homes in the first place and then 
present the unadulterated findings. In 
this way audiences are not artificially 
created or dispersed by mathematical 
formulae. 

3. One of the purposes of our re- 
cent working agreement with the C. E. 
Hooper Corn pam was to consolidate 
two television rating services which 
were telling essential!) the same stor\. 
We feel that this will great!) benefit 
a II industry users of ratings b\ giving 
one service the benefit of the thinking 
and experience of both organizations. 

We hope you will continue in \ our 
efforts to clarif) this situation. 

J vMES W. Seileh 
Director 

American Research Bureau 
Washington, D. C. 




BILLINGS 

1 have been tr\ing un*uceessfull\ 
for some time to get the gross billings 
on radio, television, newspapers and 
magazines for 1954 and 1953. 1 am 
writing \our magazine in hope- that 
you can help me out. I would a No 
like to take this opportunity to con- 
gratulate \our entire staff for a fine 
magazine. 

R. D. McGkkcor 
General Manager 
KBXZ 

La Junta. Col. 

• Tile pro-* Iiillini! figure* ou radio ( nrlMiirk 
lime r liars.'-) ' 95 1 : •> 1 37.<> 1 I . Ni9 ; 1953: $160.. 
.931,311. Ti*li-» l»ion (iiftvnrlv time i-liargi".) 
1951: $320. 15 1.271; 1953: *227.585.<>5fi. Ma 2 . 
aritn** (si-iifral au«l farm) 1951: SfiO 1. 1 2 1 .055 : 
1953: S603.1 1.1.826. .No. npaprr*. 1951: $591.- 
000.000; 1953: $601,000,000, 

[Please turn to page 143) 
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VIEW 

^ All 



Michigan 




PRIMARY COVERAGE 
AREA 

Indiana 



If you want to reacb the television 
viewers of the South Bend Market 
there's only one way to do it. Buy 
WSBT-TV. This station gives you 
more viewers than all the others put 
together! No other station, UHF or 
VHF, whose signal reaches the South 
Bend Market, even comes close to 
WSBT-TV in share-of-audience. Fur- 
thermore, when you use this station, 
your sales story is presented with a 
clear, interference-free picture. 

* TV Hooperatings, Nov., 1954 for South 
Bend- M ishawaka , Ind. 

* Pulse, Jan., 1955 for the 4 Northern Indi- 
ana Counties of St. Joseph, Elkhart, Alarshall 
and Kosciusko. 



A BIG MARKET... A PROSPEROUS MARKET 

The primary coverage area of WSBT-TV embraces a prosperous 9-county 
market in Northern Indiana and Southern Michigan. The following in- 
come and sales figures show clearly the sales potential of this great market: 

Effective Buying Income . . $1,165,620,000. Food Soles . . $182,091,000. 
Total Retail Sales . . $783,927,000. Drug Sales . . . $22,930,000. 

Source: Sales Management Surety of Buying I'ower, li)55. 



^^^^^ 

WSBTfij 

^^^^ 

CHANNEL 34^^^([ 



SOUTH 

BEND, 

IND. 

CBS 

Dg Mont 



A CBS BASIC OPTIONAL STATION 
ASK PAUL H. RAYMER COMPANY • NATIONAL REPRESENTATIVES 
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3. Advertising Agency Personnel Changes (cont'd) 



NAME 



William F Ryan 

John F. Singleton 
Wymouth Symmes 
Jerome S. Stolzoff 
Edward Esty Stowcll 
William H. Thomas 
Bradley A. Walker 
Howard Ed Walpert 

William Weber 
Thomas D. Wharton 
R. Clcnn Wilmoth 
Ralph L. Wolfe 
Parker Wood 

Thomas P. Wright 
Mike Wurster 
Edward J. Young 



FORMER AFFILIATION 



KFMB, KFMB-TV, San Diego, promotion, mdsg b publ 

Tathcm-Laird Chi, space buyer 
Paris b Peart, NY 
Biow-Bcirn-Toigo, NY, acct supvr 
Benton & Bowles, NY 
JWT, NY, dir of r-tv 

Fletcher D Richards, NY, first vp & gen mgr 
WHUM-TV, Reading, Pa, sis mgr 

Lennen & Newell, NY, art dir 
Western Elec, NY, publ rels dir 
D-F-S, NY, media res dept 
Ceycr, Det, vp 

Brooke, Smith, French & Dorrancc of the Pacific Coast, 
vp 

Tucker Wayne, Atlanta, acct exec 
BBDO, NY 

KDKA-TV (formerly WDTV), Pittsburgh, dir 



NEW AFFILIATION 



Dick Bradley Adv, San Diego, acct exec b creative 

supvr 
Same, medio supvr 
Same, media mgr 
Same, vp 
Same, exec vp 

Fitzgerald Adv, New Orleans, dir of r-tv 
Same, vice chmn of bd 

Arndt, Preston, Chapin, Lamb & Keene Adv, Phila. 

acct mgr 
Same, vp 

Hcge, Middlcton & Neal, Greensboro, NC, publ rels dir 

Same, SF, media dir 

Warwick b Leglcr, NY, gen exec 

Same, exec vp 

Same, vp 

Kiesewetter, Baker, Hagedorn b Smith, NY, media dir 
Adv Syndicate of Amcr, Pittsburgh, vp 



4. Sponsor Personnel Changes 

NAME FORMER AFFILIATION 



A. S. Bland 
William 0. Dillingham 
Parker H, Erickson 
Cene K. Foss 
Richard Cibbons 
F. E. Howell 
Abe Imhoff 
Fred Kalty 
Michael McCabe 
Everett W Olson 
Royce Russell 

Leslie A. Sauers 

John F. Van Dcuscn, Jr. 



Grove Labs, St Louis, sis mgr 

Pabst Brewing, Newark, gen mgr; Hoffman Bev, exec vp 

Crosley b Bendix Home Appliances, Avco Mfg, Cin 

Grove Labs, St Lovis, mdsg mgr 

Footc, Cone b Belding. Chi, acct exec 

Crosley b Bendix Home Appliances. Avco Mfg. Cin 

Paper-Mate, NY, sis dept 

Paper-Mate, NY, SW sis mgr 

Hoffman Beverage Co, Newark, gen sis mgr 

Webcor, Chi, adv & prom 

Brooke, Smith, French b Dcrrance of the Pacific Coast, 
pres 

Lever Bros, Pepsodcnt div, sis mgr 
Cunningham b Walsh NY, mdsg exec 



NEW AFFILIATION 



Same, product mgr 

Same, Chi, exec vp for sis 

Same, exec vp 

Same, Fitch div, product mgr 

Gillette Co, Toni div, Chi, adv brand mgr 

Same, vp b gen mgr 

Same, gen sis mgr 

Same, MidW sis mgr 

Same, vp for sis b mktg 

Same, dir of pub rels b adv 

PerfecTan Co, SF, pres 

Grove Labs. St Louis, sis mgr 

Grove Labs, St Louis, product mgr 



5. New Agency Appointments 



SPONSOR 

Armour. Clii 

Crosley b Bendix Home Appliances div, Cin 

Lakeside Mfg, Milw 

Lever Rros, Pepsodent div. NY 

Monarch Finer Foods, Chi 

Parker Pen, janesvillc, Wis 

Pillsbury, Minnpls 

Fillsbury, Minnpls 

Remington Rand. NY 

Remington Rand, NY 
Southern Airways, Atlanta 

Trewix. Culver City, Calif 

Virginia Electric b Powei, Richmond 



PRODUCT (or service) 



AGENCY 



Dash Dog Food 

Crosley b Bendix home appliances 
Hot top trays and carts 
Dove soap 

Canned foods, dietetic foods, coffee, tea 
Fountain pens, pencils 
Creamy fudge. Fluffy white frosting 
Hot Roll Mix, brownie mix. cookie mix 
Business machines, office supplies, electric 

shavers 
7 ypewriters 
Airplane seivice 



Floor waxes b polishes 
Electric power 



Henri, Hurst b McDonald, Chi 
Earle Ludgin, Chi 
biddle Adv, Bloomington, ill 
Ogilvy, Benson b Mather, NY 
Strombergcr, LaVenc, McKenzie, LA 
Tatharn -Laird, Chi 
Leo Burnett, Chi 
Campbcll-Mithun, Minnpls 
Y&R, NY, tv agency 

Compton, NY. tv agency 
Day, Harris, Mower b Weinstein, At. 
lanta 

Richard N. Meltzer Adv, SF, LA 
Cargill b Wilson, Richmond 



6. Station Changes (reps, network 

KERO, Bakersfield. Calif, appoints George P. Hollingbcry Co 
natl reps 

KFEL-TV, Denver put up for sale 26 Apr by Gene O'Fallon, 
owner 

KHQA-TV. Hannibal, Mo, gone up to 316,000 wits 
KPOJ. Portland, Ore, appointed Avery-Knodel nail reps 
KRON-TV. SF, prepared to handle color film and slides, 

making it possible to originate any type of local program 

in eoler 

KSTL. St Louis, has appointed Everctt-McKinncy natl reps 

Radio station WPXY, Punxsutawncy, Pa. has gone off the air; 
mail should be addressed to WNBT, Wellsboro, Pa 

Telcrao, Inc. management organization, has assumed opera- 
tion, has assumed operation of KGA, Spokane, Wash and 
KCSJ (TV I . Pueblo, Col 

WHIL. Medford, Mass, appointed Broadcast Time Sales natl 
reos 

WICS. Springfield. Ill, appointed Robert S. Keller net sis 
rep effective 15 Apr 



affiliation, power increases) 

WMBV-TV. Grc.cn Bay. Wis, increased lower from 583 to 825 
ft, wattage from 110,000 to 2-40,000 

WMIN-TV, WTCN-TV, Mnnpls. on 16 Apr was bought by 
Consolidated TV and Radio Bcsters; will continue without 
change the combined program schedule of the two half- 
time facilities althouph il will operate full time as 
WTCN-TV 

WTCN (TV> Mnnpls-St PjuI, appointed Kalz Agency natl 
icps 

WTVI, St Louis, .noved sale* and executive offices and 
studios to 5915 Bcrthold Ave on 9 Apr; changes call to 
KTVI 

WWDC, Washington, began operating from new WWDC Park, 
8800 Brookville Road, Silver Spring, in addition to present 
studio (1627 K St, NWI on 27 Apr; sales offices remain 
at orrscnt location 

WXYZ-TV, Det. began transmitting 316,000 watts on 30 
Mar; previously was 200,000 
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WHO IS IOWA'S 

FAVORITE RADIO STATION 
FOR MARKET REPORTS 




WHO WOI WMT 
32.3% 15.6% 15.3% 



WNAX 

6.5% 



WOW KWWL KMA KFAB KICD KGLO 

5.1% 2.4% 2.3% 2.1% 1.9% 1.7% 



J.HIS chart is reproduced from Dr. Forest L. Whan's 
1954 Iowa Radio-Television Audience Survey — 
one of the Nation's most respected studies 
of listening habits, used constantly by hundreds of 
leading agencies and advertisers. 

Only a small part of the Surv ey is devoted to 
analyzing Iowa's various stations or their 
individual audiences. These parts do prove, 
however, the enormous preference this 
state gives WHO . . . 

Write us or Free & Peters for your free copy. It 
will tell you more about where and how to 
advertise in Iowa, than you could learn in 
six months of personal travel and investigation. 





FREE & PETERS, INC., National Representatives 



BUY ALL of IOWA— 
*»#»« "Iowa Plus"— with 

who 

Dh Mafn« . . . 50,000 Watts 

CoI.B. J, Palmer, President 
P. A. Loy* i, Healdcnt Mtneger . 
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N.A.R.T. B. CONVENTION 



The greatest 
spot selling 
and merchan- 
dising plan 
ever devised 
for radio 
stations! 




SEE AND HEAR 
RADIO'S BIG LITTLE MAN 

in SUITE 6 201*203 

Shoreham Hotel, May 22-26 



PROGRAM-SERVICE 

WORLD BROADCASTING SYSTEM, • INC 
488 Madron Avenue, New York 22, New York 



HOLLYWOOD 



Milwaukee's 

here's why: 





the voice 
of the 

BRAVES" 



{the Milwaukee Braves 
games are not' televised) 




all-star 
programming 



r- J 














- 










* 


- 



Milwaukee's 
Most Powerful 
Independent 





24 hours 
of music 
news, sports 



now 

5000 



lowest cost 
per thousand 



HUGH BOICE, JR. 

Gen. Mgr. 

HEADLEY-REED, 

National Rep. 





ff. A. Hebbenl, Jr. 

Advertising and merchandising director 
Stol<ely-Van Camp, Indianapolis, Ind. 

Harry Hehberds rise from Koekville Centre. Long Island, where 
he was burn, to Indianapolis, where he makes his headquarters as 
Stokel) ~Yan ("amp's advertising and merchandising director, was a 
matter of less than four decades. 

"From flounder and scallops (Long Island staples) to fruits and 
vegetables (Of the Stokely line I. \ou might sa\. llehherd notes. 

\\ ith Stokely-\ an Camj) since 194-9. llehherd has guided the food 
eompam in several radio and tv effort?-. For a vear, Stokeh-Yan 
Camp { through Calkins & Holden. New ^ oik ) sponsored the agency- 
produced John Conic Show over NBC TV. During the next \ear. 
the firm bought participations on CBS TV 's Carry Moore Show. 

\bout a year ago, llehherd began a new advertising campaign, 
termed the Best Cook promotion b\ the agency. The point of this 
approach is to advertise at the '"grass roots level." to get into the 
hometown and speak the language of that community. 

Stokely-Yan Camp has a woman representing it in each of 15 
markets. This woman. generalK a home economist, coordinates the 
promotion. She approaches a local club or women's organization 
and asks that group to choose one of its members as Best Cook of 
that week. The woman so chosen i- then pictured in Stokeh-Yan 
Camp's newspaper ad-, interviewed on its radio and t\ commercials. 

The food firm has been expanding its use of local radio and tv 
gradnalb over the pa-t r>2 week- to the point where Ihej are. today, 
in some 15 markets, niainh Midwestern and Southeastern, with three 
or more announcements weekly. Tin* promotion nun go national 
l>\ fall. At this point the firm is spending at the rate of $000,000 
to $700,000 in air media in 1955. 

llebbeid. whose father was a banker and hence conservative, tends 
to he conservative himself in his discussion <>f advertising. "I -will 
sav that this hometown promotion has been responsive. ' he admits. 

In hi* own home, radio i> veiv well used ('"too much so at limes." 
-avs he!, since daughters I'ennv I age 12 i, Vieki (age eight) and 
their parents each have their own radio. 

"'I like to watch ) on Arc There and See 1 1 tXotc and all sport- 
events 1 don't have lime to attend.'" llehherd told SPONSOR. When 
not watching tv. he spend* his time reading "Thomas Wolfe and 
Marcel I'roust, pins the usual trade journals and office carry-over 
that accumulates." * * * 
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32 COUNTIES Report 



Consistent, Clear Reception 

During FIRST TWO WEEKS of Operation 




YOUR BEST 



A 




K 




B 


sutterJ^^ 


E 








TV 



BASIC 




SAN FRASCi^CO 



REPRESENTED NATIONALLY BY f 

H-R TELEVISION, INC 

NEW YORK CHICAGO HOLLYWOOD 
SAN FRANCISCO DALLAS 
ATLANTA HOUSTON 



2 BET TV 

CHANNEL TEN . . . SACRAMENTO 



10 COUNTY BONUS 

Bight from the start KRET-TV guaranteed 22 county cov- 
erage — hut within only two weeks . . . more than 2,000 
pieces of mail were received from 32 counties reporting 
the finest reception ever and enthusiastic praise of the pro- 
grams. This 10 county bonus is yours ... at no extra cost. 
Another reasons why "Your Best Bet" is KBET-TV Channel 
10 — Sacramento. 

Sacramento's 1st VHF Channel 
Full Power 316KW 

Antenna 2500 Feet 
above Sea Level 
• Finest Picture 
• Best Programs 
Ready for 
Color 




YOU CAN'T FULLY 
without KBET- 

Not only do you reaeh more than 300,000 TV 
Families — but also a market with an income 
of 53% ABOVE NATIONAL AVERAGE. 
SACRAMENTO alone ... a dual capital . . . 
is headquarters of the state government, and 
a business center of a vast inland empire. Here 



COVER CALIFORNIA 
TV - Sacramento 

is a market of more than two million people 
with TWICE the buying power of the eity of 
Boston, TWICE the retail sales of the city of 
Pittsburgh ... a growing market, increasing 
at the rate of 2,500 persons per month. For 
your TV dollars "Your Best Bet" is KBET-TV 
. . . Channel 10 . . . Saeramento. 




SUGAR 
DADDY 

Cal Sales can afford the 
sparkler. 

His Salinas Factory, the 
nation's largest, pro- 
cessed 225,000,000 
pounds of beet sugar 
this season. The farmers 
sold Spreckels 813,000 
tons of beets for cash 
All this happened with- 
in line of sight of the 
KSBW-TV tower So call 
it sugar or lettuce . . . it's 
just summer spending 
money to us. 

ASK IIOLUXCBKRY 



KSBW 





CHS, NBC, ABC, DuMONT 



by Joe Csida 

Proyratuhty ideas: how to keep them eominy 

"The straight old-line Iv cooking -how is outdated. . . . 
Quite a few stations have already seen the handwriting on 
the sink. Some, like WRCA-TV in New York, and our own 
WBZ-TY, integrate their cooking gals into an entertainment 
show. This is a pretty good way to have your commercial 
cake and eat it, too. . . ." 

And . . How long since you're done a spring cleaning 
on the openings of your standard programs? How long since 
you've really gone down the line-up of all your shows and 
looked and/or listened to their openings? How long since 
you've changed themes? . . . Title cards? . . . Copy? . . . 
Could some of the openings he revised verbally or visually 
to increase their 'holding power' — we mean the ability of ;i 
program opening to hold the audience and prevent the switch- 
over to another station. . . 

The two above quotes are representative of the material 
in a little multigraphed programing news letter called "Pro- 
gram Cues," written and published by Dick Pack, national 
program manager for the four tv stations and five am .-ta- 
tions owned and operated by the Westinghouse Broadcasting 
Company. 

The two items aren't calculated to shake any planets, either 
as Dick wrote them for his own program people, or as I pre- 
sent them to yon here. They are, indeed, nothing more than 
the merest droplets in the kind of an ocean of constructive 
and continuous program thinking and planning too infre- 
quently frolicked in by broadcasters and teleeasters. This 
I know about first hand. 

Dick was nice enough to invite me to "guest" at his last 
Tv Film Program Seminar a feu weeks ago. participated in 
by tlx" program manager.*, film buyers and other executives 
of the Westinghouse station family. I have rarely spent a 
more pleasant or practically profitable evening. For lien* 
were a bunch of guys exchanging ideas about film and film 
scheduling, film promotion, etc., all of which developed from 
their own respective experiences. 

I intend to give away no Westinghouse secrets here, except 
the biggest secret of all. This is merely that when Chris 
Witting took over as president of WBC's tv and radio proper- 
lie.- about 18 months ago he decided that it made just as 
much sense for the operation to have a national program 
manager ( which il then didn't have), as that it should have 
I /'lease turn to ptige 1161 
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SOME GIRLS from an agcnc\ 
named X were blowing leathers at a 
eollec break, each telling the others 
what a woudcrlul time bnvcr she 
was. 

"I got the fattest slide mlc in the 
business," said IScttv. "'1 figure if a 
rale per thousand doesn't figure, it 
doesn't figure." 

"Listen, swectheai t," put in Sue, 
"if that's what you want, there's a 
station in Iowa. . . ." 

"No commercials," broke in 
Carol. "I follow the ratings. You 
can't never go wrong with an audi 
ence, especially if there's a man in 
it, 1 always say." 

"Audience! You can't hardly beat 
this eastern Iowa audience. And 
it's not only bi-sexual. It's bi-sourcc- 
1 lit bum and industrial," said Sue. 



•1 



"What about buying power?" 
asked a fourth lady. "And signal 
si rength? What about coverage 
and set count? You can't just deep- 
freeze them." 

"They're thawed, honey. Do you 
know that WMT-TY, repped by 
Katz, reaches a potential quarter 
million homes with regional and 
CBS jewels?" chimed in Sue. 

"Nope — and I don't give a damn. 
Say, how come you're so high on 
this WMT-TY?" 



r 



"It's my passion for truth, dearie. 
Besides, who do you think is paying 
for this ad?" 



WESTERN MARSHAL 



? great new two-fisted TV Western Series 




Brand-new . . . all-new ... 39 half-hours of rugged action to 
capture the biggest audience in town. Each episode is packed 
full of action entertainment as STEVE DONOVAN, 
WESTERN MARSHAL brings justice to the Western Frontier. 
Filmed under the supervision of veteran Western TV producer 
Jack Chertok, the series offers top quality production for 
viewers and advertisers alike. 

And this two-fisted Western delivers double- 
action impact — not only on television but 
also at the point-of-sale. Sponsorship 
makes available to you an unprecedented 
barrage of merchandising material, 
personal endorsements, premiums. 

The second most popular program type, Westerns rack up 
an average 30.0 Nielsen rating — 24% higher than the 
ranking average of all evening programs.* And Pulse ratings 
list six out of the top ten syndicated shows as Westerns.** 

Now here is STEVE DONOVAN, WESTERN MARSHAL to 
beat them all. Excitement and action to capture your audience; 
powerful merchandising to sell your product — all wrapped up 
in a single potent NBC FILM DIVISION package. 

Get STEVE DONOVAN, WESTERN MARSHAL on your 
side in the battle for sales in your markets. Don't delay - your 
market may be snapped up soon. Write, wire or phone now. 

•NieUen.tnd Rtport—Feb. IMS ••PuUe-Feb. IMS Multi Marktt 



NBC Film Division 

30 Rockefeller Plaza. New York 20, N. V. . Merchandise Mart. 
ChicaRo. 111. * Sunset & Vine. Hollywood. Calif. . In Canada: 
RCA Victor. 225 Mutual Street. Toronto: 1551 Hishop Street. Montreal 



serving all stations 
serving all sponsors 
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Here is a typical example of the response and interest 
your products and services are receiving every day in 
the Gulf Coast Area on KGUL-TV. Below is a consumer 
response map showing the origin of more than l^ftOO 
Range Rider Club membership requests. 
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FOR THE GULF COAST AREA 



REPRESENTED NATIONALLY BY CBS TELEVISION SPOT SALES 





Why 1*& G piuttfjvii into aiyhliiitiv iv i M ttr1 I of :t pur 



by Herman Land 

JOsvei since soap opera heroines first 
began to oiler America's housewives 
vicarious opportunities to plumb the 
pleasures of misfortune, Procter & 
Gamble has been known as a daUime 
air advertiser. Yet this season, with a 
swiftness that startled main , the com- 
pany jumped dramatically to the fore- 
front in nighttime network television. 

True, P&G was no neoph\ te taking 
an evening plunge. Since the niediumV 
swaddling clothes days, it's perennial 
Fireside Theatre had followed Milton 
Berle Tuesdays on NBC TV and in 
1953 a second program had been care- 
fully launched, the Sunday night Lor- 
etta Young Shoiv on the same network. 
Still, the emphasis of P & G s network 
advertising continued to be found in 
the da\time in its eight television and 
13 radio programs. 

That was the picture when the 1951 
season got under way. But by mid- 
season the company had announced in 
quick succession sponsorship of si\ 
new nighttime tv programs, inosth on 
an alternate-week basis. The firm now 
carries eight evening shows. 

This brings the current P&G night- 
time television expenditure to approxi- 
mately $17,000,000 for time and tal- 
ent about the same as the sum spent 
for da\time, or 23%' of the total ad 
budget, sponsor's estimated ad bud- j 
get for P&G is in the neighborhood of i 
$71,000,000. Of this amount, about 
$33,000,000. or more than 46'',. is al- 




Network tv 
46.5% of ad 




budget 
$33,000,000 



$ 

*$$$$$$ 

$ $ $ $ $ $ $ 



SOURCE: 1933 SPONSOR ESTIMATE INCLUDING T A ENT COSTS 
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SPONSOR reporter Herman Land talked at length with P&G executives in Cincinnati. Here, 
Land (left) queries tv head Bill Craig and P&S's associate advertising media chief Gail Smith 



TIIKEE-PART SERIES WILL DIVIDE ALONG MEDIA LINES 



Pari one deals v. i t ll tilt' lirnaH. 
rust iln<l hlisine-M fut'torp that 
art' tin- chief PtMMiils for I*«X(i's 
dramatic splurge in nighttime t\ 



I'urt tut» I'Otfrs l\K(»*s f-I W 
rule handling of its far-flun^ 
spot operation nml descrihes its 
relations ttilli sewn agencies 



Part ihrre explores PciU's u-e 
of daytime network radio. t\, 
shoxs ho* media art- used to 
meet needs of different |)ro<lurt» 



located to network t\. Some $11,- 
000,000 goe> into spot tv. About $11.- 
300,000 goes into network radio. Spot 
radio get> al>out SI. 750.000. About 
$13,050,000 goes to newspaper*, and 
magazines. 

The cnuutn's largot advertiser thus 
pul^ about 80.. V \ of its budget into the 
air media. I .No sampling or direct 
sales promotion costs are included in 
this esti unite.) 

Why the sudden nighttime splash? 
Is it an effort to establish a series of 
strategic franchises across the board? 
Is it, as some maintain, an attempt to 
establish the company in so spread ont 



a fashion that no soap competitor can 
hope to stake out eijual claims in the 
nighttime spectrum? Is it. as some 
prophets predict, a sign that the soap 
film is getting ready to give davtime 
Iv a reeling kick, that it has decided to 
li\e henceforth with nighttime tv 
alone? 

These were some of the questions 
sponsor set out to answer in this se- 
ries on Procter & Gamble, fn>l among 
soap companies and largest advertiser 
in the I nited Slates. There were manv 
oilier questions, of course. Though 
bathed in the spotlight as the top 
broadcast spender, P&G is- something 



of a mystery among air advertisers. 
Legends have grown up surrounding 
its operation, which the company does 
little either to corroborate or dispel, 
preferring, along with all the soap 
firms, to guard its activities like a 
Pentagon of the Midwest. 

Yet. despite its close-mouthed policy, 
P&G is regarded as a bellwether of the 
broadcast industry , as the outfit that 
""wrote the book. ' There are some ad- 
vertisers who are said to set their me- 
dia clocks by I'&Gs moves. 

To attempt to put Procter & Gam- 
ble's air activities into sharp focus for 
the first time, sponsor went to Cincin- 
nati to talk to top-level executives. In- 
tensive interviews provided much of 
the basis for this series. In addition, 
information and interpretations were 
sought from former l'&G executives, 
from P&G agencies, competitors, me- 
dia representatives, network and sta- 
tion sources. 

The series will divide I'&G's air 
operation along media lines. This ar- 
ticle will cover the current nighttime 
tv schedule. 

Article number two will treat the 
company's extensive spot activities. It 
is sometimes overlooked, since its net- 
work campaigns usuallv gel the most 
prominent trade press treatment but 




P&G is the largest t\ -pender in the 
business and »pot radio nun be in for 
a big boost in t lie very near future, too. 

The article will attempt to answer 
question* like these: I low finuh do 
P&G's spot buyers follow rigid rules to 
obtain maximum frequency? Is it pos- 
sible to break through the slide-rule 
mentality? Other subjects to be cov- 
ered are: how spot is used in test situ- 
ations and to build toward national 
distribution; how the company coordi- 
nates the work of its seven agencies, 
and what part they play in the devel- 
opment of P&G campaigns. 

The concluding article will deal with 
one of the subjects most often dis- 
cussed when P&G is mentioned in ad 
circles, its developing attitudes toward 
daytime television and radio. Impor- 
tant negotiations are going on right 
now which will affect this area of 
P&G's broadcast operations. Last fall 
P&G added three davtime radio strips, 
may cut back now. And in the face of 
industry predictions that there w ill be 
a davtime tv cutback, sponsor learns 
that on at least one network there may 
be an increase in the daytime schedule 
amounting to S3 or $4 million. The 
concluding article will explore the 
media thinking behind the decisions 
being hammered out now. 



The >J«n/i.von /lr«*. ri<»u*: The bur- 
geoning of P&G's evening schedule has 
prompted much discussion and specu- 
lation along Madison A\e. SPOnsok 
asked a number of long-experienced, 
top-level advertising figures for their 
opinions of the significance of the P&G 
moves this season. The views of some 
of these sources caii be summed up 
this way : P&G was late in recognizing 
tv's true power, came into da) time be- 
latedly. It is now determined not to 
be left behind in the nighttime fran- 
chise race, is plunging heavily in an 
effort to la\ the ground work for its 
nighttime t\ future. Some observers 
note that P&G evening shows spread 
out over six of the week's seven nights. 
To gather up the tv audience. P&G is 
alleged to be willing to pay whatever 
the traffic will bear to get what it wants 
— and what it wants are ratings. Of its 
current show crop, two are up there in 
the first 10. / Love Lucy and The 
Ja-chie Gleason Show, while the rest, 
with one exception, rate in the thirties. 
Hut costs of tv today are so high, this 
view continues, that very soon the 
funds will have to be taken out of day- 
time, which cannot deliver the huge 
{Please turn lo page 1261 
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Waller 11. Smilli. ( In-.-r 

COMI'TON AliVKHTISING 

John Cnntwell, Ivory Simp 
J. K. Cross Jr.. Ivory Fluke* 
1 > i > 11 il 1 < I Carrot. Uuz 
Kolierl M. Prentice. ('risco 
S M Woodward, Urt'iie 
W. H Stewart, G'lei-in 
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Miircus lieckcr, I vti > Sim\* 

I'. T. tirillin, ( anuiy 

Marshall Hark. Tide 

Don Weill. I'rell 
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Chillies A. Wineliestei . Spu iV Spun 
Warren S. lluhin, SlinMa 
A. S Suiter. I. ill 
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Philip II. Sduiflf, Joy 
John XI. Tyson Jr.. Lava 
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Fred M. Jlitehell. Dreft 
(' II. Wolf. Oxydol 

II. W. KASTOI1 .< SONS 

J C. (iillis. American Famitv Products* 



*These lire local products sold in the 
Chicago-area only. 



Is rour Life, NBC TV, 
3:30 pm Prell Shampoo 



Only nignt in wee* not 
covered by P&G show 



Topper, CBS TV, 8-8.30 pm, 
Pin - It Home Permanent 
The Lineup, CBS TV. 
10-10.30 pm. Cheer 



Jackie Cleason. CBS TV. 
8-9:00 pm, Cleem, Spic & Span 
Favorite Husband. CBS TV, 
9:30-10:00 pm. Cheer 
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1- irsi i tijiy nt ''Spot Radii > l.nide" is given hy Free & Peters 
i-\i-cuii\ c- id one of ilif indii-tn - best-known top timebuyei s, 
Kiclianl ('.. (Iralil of William K»ty. Other copies will be distrib- 



uted, without cliarge, as industry service. Seated: Jones Scovern, 
F&P v.p.; Gralil. Standing: I{u>m>] Woodward. F&P exec. v. p.: Bill 
.Morrison, new business manager. Calculator covers lop 161 markets 



Spot radio aid for top planners: 
a cost-and-coverage calculator 

N«»w Fih»c» «V- l*i»ic»i\s "Spot Ifiatlio Guide" gives atlmoii insi cost esiimalos 



a I "prey lew of ;i new spot radio 
planning aid appears on these pages. 

\(lnn'ii will find that it greatl) 
simplifies tlic tedious problems of spot 
radio coM estimating a process which 
reps have long felt kept main members 
of top corporation management from 
giving full consideration to spot radio. 



Developed b\ the station rep firm 
of Free & Peters in conjunction with 
A. C. \iclsen, tlie estimator is called 
"Spot Radio Guide." Copies will he 
available to admen and ratlin industry 
executives witliout charge. 

It literall) adds a new d intension to 
existing formulas for panging s|)ot 
radio prices because, for the first time. 



is provides figures based on the rela- 
tionship of spot costs to radio coverage. 

Said H. Preston Peters, president of 
Free & Peters: 

'"In considering how best to express 
the potential of spot radio, we sought 
the help of the one organization, A. C. 
Nielsen, whose coverage measurements 
were both recognized 1m the industry 
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and were* in current use. Advertiser 
and agency, from Plans Hoard le\el up 
and down, can now discuss spot radio 
potentials, along villi magazines, net- 
works and newspapers, on a practical 
and realistic basis." 

• How it works: "Spot Radio Guide"' 
is based on market-b) -market prices 
of spot radio. Tbe guide spotlights 
161 markets whose radio outlets reach, 
according to Nielsen's XCS data, 97 '' < 
of U.S. potential coverage. This circu- 
lation pattern for tbe total number of 
markets can tbus be compared with 
the circulation of a national magazine, 
a newspaper list or a radio or tv net- 
work. Actual cost of buying stations 
in the markets covered by "Spot Radio 
Guide" will vary downward; the prices 
bere are, in all cases, maximum, prices 
using the highest-cost radio outlets. 

Tbe rank order of the 161 markets 
covered was determined by the U.S. 
Census, working with the Nielsen re- 
search firm. In these markets, the 
radio home count is estimated to be 
44,723,000. 

• How to use it: "Spot Radio Guide' 
is an aid to management planning of 
air advertising; it isn't intended, 
according to Free & Peters, as a routine 
time buying tool. In regular spot 
purchasing, buyers will have at hand 
local station coverage data, audience 
and circulation figures and other 
data which help him in making station 
and time selections, as well as a list ol 
availabilities, These factors aren't 
covered in "Guide. 

Spot radio prices shown at right are 
daytime prices. Tbe following formula, 
based on analysis of rate cards for 50 
stations in top markets, should be 
used to change da) to night pricing. 
For nighttime minutes, add 26' '< : 
nighttime station breaks, add 40 r < ; 
nighttime quarter hours, add 53 r/ < . 

To further narrow the accuracy of 
the estimates, the following frequency 
discount formula can be applied 
against clay or night price estimates. 
For 26 times, deduct 5*? ; for 52 times, 
deduct ; for 156 times, deduct 

15%; for 260 times, deduct 2() r ; : for 
500 times, deduct 30 r { . 

Planners interested in reviewing 
earlier attempts to develop a quick 
method of cost estimating in spot 
radio should consult the report on the 
SRA's Spot Radio Estimator appearing 
in the 9 March 1953 issue of SPONSOR, 
page 40. * * * 



SELECTIVE LISTS MAKE SPOT PLANNING EASIEK 

Shown below arc excerpts from five. selective market li>t> con- 
tained in new F&P "Spot Radio Guide." They show maximum 
costs of airing radio minutes, breaks or quarter-hour* over >tatiou- 
in fir»l 161. 125. 100. 75 and 50 market >. Costs here are pro-.*: 

Top 161 Market* by Population 
Includes Aeic York through San Angela, Tex. 

Cost of one-lime buy in these 1(>1 markets on highest-priced station 
DAYTIME MINI 'IT 
DAYTIME STATION BREAK 
DAYTIME QUARTER IIOl R 

These markets include 97fr of total I .S. radio home* 



Top 125 Markets by Population 
Includes New York through Montgomery 

Cost of one-time bur in. all 125 markets on highest-priced station 
DAYTIME MINUTE 
DVYTIME STATION BREAK 
DAYTIME Ql ARTER HOUR 

These markets include ( )5 C ,\ oj total I .S. radio homes 



Top 100 Markets by Population 
Includes tS'e ic York through Greensboro 

Cost oj one-time buy in all 100 markets on highest-priced station 
DAYTIME MINUTE 
DAYTIME STATION BREAK 
DAYTIME QUARTER HOUR 

These markets include ( )'.i r '< oj total I S. radio homes 



Top 75 Markets by Population 
Includes A'eic York through I'eoria 

Cost of one-time buy in all 75 markets on highest-priced station 
DAYTIME MINUTE 
DAYTIME STATION BREAK 
DAYTIME QUARTER HOUR 

These markets include 89 r t of total I .S. radio homes 



Top 50 Markets by Population 

Includes Acre York through Wilkes-liarre-llazelton 

Cost of one-time buy in all 50 markets on highest-priced station 

DAYTIME MINUTE $2,203.05 

DVYTIME STATION BREAK I.fiRVK 

DAYTIME Ql ARTER HOUR 1.825.01 
These markets include tt'I^t of total I .$. radio homes 



*3.8I9.t6 
3,132,21 
9.396.60 



$3,376.70 
2,716.30 
8,1 12. n 



83,099,65 
2, \ 19.30 
7.309.94 



S2.686.85 
2.111.00 
6.181.22 
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For costs of sample schedules see next 



F&P SPOT GUIDE MAPS SAMPLE SCHEDULES 



Shown below are coinmonly used schedules and frequencies for both day and night 
spot radio campaigns. Excerpted from new "Spot Radio Guide." published as industry 
sen ice by rep firm Free & Peters, they give comparisons of what you gain in coverage 
for added dollar cost. Prices shown are maximum, unadjusted (no discounts figured) 
rate* on highest-cost stations. Full 161 markets represent 97% of homes. 

SAMPLE SCHEDULES— DAYTIME 



Homes (000) 



U.S. 



13 Weeks 



26 Weeks 



30 
75 
100 
123 
161 



37.3 
40.7 
42.9 
13.9 
4-1.7 



82 
89 
93 
95 
97 



2<> DAYTIME MINUTES I'EK «KKK 



$458,234.40 
558,86 1,80 
614,727.20 
702,353.60 
794.447.68 



$ 801,910.20 
978,013.40 
1,128.272.60 
1,229,118.80 
1,390,283.44 



$1,202,865.30 
1,467.020.10 
1,692.408.90 
1.843.678.20 
2,979,178.80 



$1,603,820.40 
1.956.026.80 
2,356,545.20 
2.458,237.60 
3.972,238.40 



2<> DAYTIME STATION 11KEAKS PER WEEK 



50 

75 
100 
125 
161 



37.3 
40.7 
42.9 
13.9 
44.7 



82 
89 
93 
95 
97 



$350,261.60 
439.088.00 
509,454.40 
564,990.40 
651,499.68 



5 612,957.80 
768,404,00 
891.545.20 
988.733.20 

1,140,124.44 



f 919. 136.70 
1,152,216.00 
1,337,317.80 
1,483.099.80 
1,710,186.66 



$1,225,915.60 
1,536,288.00 
1.783,090.40 
1,977,466.40 
2.280.248.88 



TI1KKE DAYTIME OIJAKTEK IIOIJKS PKK WEEK 



50 
75 
100 
125 
161 



37.3 
40.7 
42.9 
43.9 
41.7 



82 
89 

93 

95 
97 



$178,766.64 
229,125.39 
270,833.29 
301,677.35 
348,114.03 



% 338,715.78 
434,132.1 1 
513,157.84 
571,599.34 
659,641.32 



508,073.67 
651,198.21 
769.736.76 
857,399.01 
989,161.98 



J 639,796.56 
820,027.52 
969,298.20 
1.079,687.41 
1.245,989.16 



FIVE DW1IME OlAKTEK HOIKS PEH WEEK 



50 
75 
100 
123 
161 



37.3 
10.7 
12.9 
13.9 
41,7 



82 
89 
93 
95 
97 



8282,263.15 
36 1,775.41 
427,631.49 
176.332.74 
519.701.10 



$ 564,526.30 
723,550.88 
855,262.98 
952,665.1« 
1.099.102.20 



$ 799,745.31 
1,025,034.66 
1,211,622.75 
1,349,609.43 
1,557,486.45 



$1,003,602.08 
1,286,317.75 
1,520,467.52 
1,693,627.52 
1,954.492.80 



SAMPLE SCDEDl EES — MGDTTIME 



Homes (000) 



13 Weeks 



26 Weeks 



52 Woeks 



50 
75 
100 
125 
161 



37.3 
40.7 
42.9 
43.9 
44.7 



NIGHTTIME KATES Kill lo ONE-MINUTE ANMM'X EMENTS 

s 



■EH WEEK 



82 
89 
93 
95 
97 



$324,773.28 
396,095.44 
156,950.52 
197.792.88 
563,061.81 



577,374.72 
701,169.41 
812,356.48 
881,965.12 
1,001,004.16 



$ 866,062.08 
1,056,254.16 
1,218,531.72 
1,327,447.68 
1,501,506.21 



$1,010,105.76 
1,232,296.52 
1,421,623.84 
1,518.688.% 
1,751.757.28 



NK.Il'l Tl M E KATES EOK II) STATION ItKEAKS 



i:k W EEK 



50 

75 
100 
125 
161 



.37.3 
10.7 
12.9 
13.9 
11.7 



82 
89 
93 
95 
97 



S275.831.01 
345,781.80 
401,131.50 
1 1 1,929.91 
513,055.53 



190.366.21 
675.123.80 
713,128.00 
790,986.56 
912,098.72 



S 735,519.36 
1,012,685.70 
1,069,692.00 
1,186,179.81 
1,368,118.08 



$ 858,110.92 
1,254,612.18 
1.247,974.00 
1.381,226.48 
1,596,172.76 



NIGHTTIME lt\TKS I'OK TTIKEE Ql'AKT EH lloUKS I'EK W EEK 



50 

75 
100 
125 
161 



37.3 
10.7 
42.9 
13.9 
4-1.7 



82 
89 
93 
95 
97 



$310,503.11 
350,561.90 
4 M, 3 75. 00 
461,566.30 
532,660.41 



f 588,135.38 
661,222.52 
785,131.62 
871,516.66 

1,009,251.36 



J 882.653.07 
996,333.78 
1,177,697.43 
1,311,820.00 
1,513,877.04 



$1,1 11,189.08 
1,251,612.48 
1,483,026.25 
1,651,921.41 
1,906,363.68 
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First mechanized Bekins van (right) be- 
gan operations in Los Angeles in 1003. 
Steady advertising, including radio 
from 1937 on, made Bekins the top 
West Coa^t mover. Today firm operates 
1.000 moving vans, owns 62 storage 
buildings in the I. we-t of Cln'raso 
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VAN LINES CO 

NATION - WIDE MOVING 




Should a mover \m radio and tv? 

Bekins is West Coast household name with aid of ,$330,000 radio-tv budget 



{Jan a company afford to advertise 
on the air if its net income is limited 
to a relatively small percentage of 
gross bv tlie government? 

Should such a company advertise on 
mass media at all. when it can do 
nothing to affect people's needs for the 

Ken Murray stars in "Where Were You?" 
sponsored by Bekins in 16 markets 




service it is in business to provide? 

The Bekins Van and Storage Co., 
sponsor of two radio programs and one 
tv show over dozens of Pacific Coast 
stations, finds that air advertising can 
increase a movers business. Though 
the moving and storage industry as a 
whole advertised sparingly in the past, 
Bekins has been increasing its budget 
steadily ov er the \ ears. The industry 
traditionally advertised in newspapers 
and occasionally in national maga- 
zines. Bekins started using radio in 
1937. has been on the air ever since. 
In 1955 close to two-thirds of the 
firm** $500,000 budget will be in radio 
and tv. 

Oilier moving and storage companies 
have been radio and tv advertisers in 
the past, although mostly on a far 
smaller scale than Bekins. In \e\v 
York, for example, Neptune \ an and 
Storage Co. used local radio in West- 
chester three v ears ago. Lincoln has 
been advertising regularly on NVQXU. 
\*ew York, for the past eight years. 



During the past two vears particu- 
lar!} the conservative interstate mov ing 
industry as a whole has stepped up its 
advertising effort. Most of the com- 
panies are boosting their advertising 
budgets — -one of the five giant inter- 
state haulers. Mav flower, is said to 
have tmped its 1954 budget 000 r / over 
1953 ad expenditures. In the higldv 
competitive 1955 climate, moving and 
storage companies might look at the 
strategy that has made Bekins Nan 
and Storage Co. one of the bigge.-t in 
the business, with 1.000 vans and 62 
buildings. 

The company's aim: To plant live 
name of Bekins -o firmb in people's 
minds that thev will automaticallv 
think of the eonipam whenever "die 
idea of storing or mov ing ocon 

The company's problem: "It'- not 
possible to sell am one on the idea of 
mov ing." Milo Bekins. the firm'- presi- 
dent explains. "You have to make a 
continuous effort at reaching t he larg- 
( /'lease turn to page 121 t 
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FEE IV IS BASED ON SCRAMBLED SK.NA1.S 

To unscramble the scrambled \idco (and 
audio I -ignal that an ordinary tv set receives 
on a fee tv program, the viewer must have 
a decoding device installed. Willi Zenith's 
Phonov ision (right), the viewer sets special 
device or inserts coin. With Skiatron's Sub- 
scrilier-X ision. he inserts an electronic sub- 
scription card to complete a circuit. Willi 
Telemeter, lie drops coins into a box. Sub- 
scriber- get billed by week or month with 
non-coin box approaches as plans stand. 



SECURES 
DECODING 
INFORMATION 
BY ... , * , 





OR . 




MAIL 



TELEPHONE 



VENDING MACHINE 




TV TRANSMITTER 
EQUIPPED FOR 
PHONEVISION 



Would fee tv hurt the sponsor? 

If if liols bii» enough, yivs. say some* aiimoii. Itiii most are still iiiicoiicoruocl 



• • ill. the fee tv battle now onl in 
llie open, Willi the guns of debate 
sounding louder in the public ear and 
with KCC hearings on the question 
set for each June, llie tv advertiser 
and hi- agency are fare to face with 
a que-tion of great import; 

Is fee t\ a moiisler that will devour 
sponsored t\ ? 

Ihe advent of fee tv marks the first 
time thai ad\ertising has come up 
against potentially, al least ;i silna- 
tiou where the numlier of media or the 
amount of media exposure, available 
ma\ he le— -ened. 

In it- short hi-lon as a thriving 
iiulii-tr\. ad\ ei li-ing s media oppor- 
tunities ha\c eonstanth expanded, 
stalling with print and going on to 
broadcasting. 



Now, according to some, the me- 
dium with the greatest opportunity for 
growth max he snatched from adver- 
tising's fingers as it (tv) stands on 
the verge of its biggest potential. 

Or. will it be snatched? 

si'ONsou recently went to agencies 
and advertisers to find out. 

It found tli at admen, by and large, 
\ iew subscription \ideo with liltle 
alarm esseutialU because lhe\ doubt 
it is destined for a big future. 

Fee Iv s effect. lhe\ said, depends 
on the degree of acceptance by the 
public. \ud that acceptance, it was 
concluded, won't he widespread. 

\\ li\ '{ Simplv because admen be- 
lieve the public won t take to pacing 
for programs when Ihev can set* them 
for nothing. While il can't be said 



that admen as a group welcome fee tv 
with open arms, there were some who 
foresaw it operating as a spur to cre- 
ative tv efforts. In other words, pro- 
gram competition between free and 
fee tv can t hurt, these admen held. 

There is also the altitude brought 
out by columnist Jack Could of the 
Xeiv ) ark Times on E5 May as well as 
h\ admen inter\ iew ed by SPO.NsOR — 
that advertising will somehow find a 
wa\ to get into the fee l\ picture. 

While the consensus was that fee U 
wouldn t cut into commercial video 
this was b\ no means a unanimous 
view. There wa- a strong undercur- 
rent of concern that the economies of 
fee tv might assure its dominance. 

Fee tv. said this minority, would be 
able to outbid sponsored tv for the 
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CMMDlt. E. F. M.DoNALi) 



AKTIIL'K I.KVKV 



•Al l. HAIUOl UN 



These men head the three organizations contending for FCC approval of their tested sub- 
scription tv systems. Ciiundr. McDonald's Zenith Radio Corp. has fought longest for fee tv; 
Arthur Levey head- Skiatron Tv; Paul Kaibourn is board chairman of International Telemeter 



top programs. Free tv would have to 
exist on what fee didn't want and this 
would serve to draw the tv audience, 
willing or not. over to the ranks of the 
pa\ ing customers. 

Moreover, even if free tv held on to 
a substantial hunk of its audience, 
there were dangers. For. explained 
one adman, there is currently a fine 
balance between audience and costs 
on sponsored television. If this bal- 
ance were tipped a little too much, the 
value of sponsored tv would be de- 
stroyed. 

It must he pointed out that, despite 
the implications of fee tv for advertis- 
ing. SPONSOK detected no great evi- 
dence that the important advertising 
agencies of the U.S. were involved in 
any long-term analysis of fee tv's ef- 
fect. 

While it is true that a victor) for 
fee tv would not mean the end of ad- 
vertising (it did very well before tv 
came on the scene), its impact on tv 
departments would certainly be dis- 
astrous, not to mention the point that 
the profit structure of manv agencies 
with heavy tv billings would be turned 
askew if not wiped out. And the blunt 
fact is that no one is really certain 
what form fee tv will finally take. 

Jt may be for this very reason that 
a wait-and-see air pervades some quar- 
ters of the agency business. This atti- 
tude is even evident among broadcast- 
ers, whose stake (tdif stations aside) 
in commercial tv is more obvious. 

In the two-week period following 
the NAKTB board s stand against pav- 
as-you-look during the second week of 
April, only seven members wrote the 
NARTB reacting to it. Four disagreed 
with the board and three agreed. 



This is not to imply that XARTB's 
stand does not reflect the feeling of 
most of its members. Jt does. They, 
the networks, movie theatre owners 
and various anti-toll tv groups stand 
shoulder to shoulder in opposition to 
fee tv. Against them are aligned fee 
tv creators Zenith, Skiatron and Tele- 
meter together with legitimate theatre 
interests, some tihf and other stations, 



| PRO: fee tv forces say 
they'll offer better shows 

I Summed up, these? are main fee tv 
arguments: Subscription tv will 
make available to the public pro- 
graming superior to the regular offer- 
ings on commercial tv. This pro- 

I graining will consist largely of 
entertainment and events now avail- 
| able only by attendance in a theater. 

auditorium or arena. It will be tele- 
| cast without commercials. It will 
I not replace sponsored video but will 
' act as a "supplementary" service to 
provide better programs, a wider 
audience and a sounder economic 
base for the industry. It will give 

Itv a new source of revenue which 
would greatly relieve advertising of 
it* heavy burden of carrying all of 
tv's high costs. This new revenue 
| will make it economically possible 

I for many more stations to stay in 
operation, stations which could not 
survive with advertiser support 
alone. ]]y bringing tv to more peo- 
| pie. fee tv would make a bigger 
I audience available for sponsored 
' tv. It could also aiil theatre, opera 

I 



sports promoter'-, educators. 

These group* will cladt starting 9 
June before the FCC. Mthotigli some 
sources predict a derision this \ear, 
indications from the FCC are that a 
decision especially if fee tv is ap- 
proved would be a complicated, thne- 
consuniing affair. 

As a group, admen are taking a 
hands-oil attitude toward the hearings. 
If thev were prepared to tcstifv. how- 
ever, the statements below give some 
idea of what they might say. 

Among those in the don't-w orr\ -it- 
can't-hnrt-us school is Albert J. Goetz, 
American Safety Razor Co. ad man- 
ager. 

"I am very dubious about the pos- 
sibility of box office tv ever pushing 
aside commercially sponsored tv," he 
said. "The first effect of the approval 
of fee tv will be lots of tearing of hair 
and hand-wringing and the-world-is- 
coming-to-an-end sort of thing. We 
had exactly the same kind of thing a 
few years back when tv came in tv 
was going to put all the other media 
out of bu-iness. 

"So the first immediate reaction to 
(Please turn to page 1371 



CON: fee tv"s opponents 
say public will suffer j 

Fee tv opponents take this position: . 
Subscription tv can otler the people I 
very little beyond what they are 
already receiving free. It is a scheme 
for eventually selling lo the people 
entertainment now available free. ■ 
Fee tv cannot co-exist with free tv I 

it is pre-emptive by its very nature. 
If it proves successful, it will lake 
precedence over advertiser-financed | 
tv. It will outbid advertisers for the i 
top shows on the networks and put ' 
them on the pay system. Eventually. | 
all the desirable programs will be on 
a pay as-you-sec basis. Nothing the 
public really wanted to sec Mould ■ 
remain free if it eoidd be sold for 
a higher price. Fee 1\ would impose 
a severe economic hardship on the 
\nierican public, cspecialh those in | 
the ]o\m r-ineoine brackets. The X\ • 
million people who invested in tv I 
sets did so with the iinder-tand'ng 
that the broadcasts were to be free, 
don't want to pay for (v. To sell lite | 
"free air" goes against all vineriean i 
tradition while hurting the public. I 

I 
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?tate tax on inventory 



story of a Iv (est 

Tax .slows second half of April sales. 
Condition "temporary," broker says 



For the first time in television and trade paper history, SPONSOR 
is able to report results of a Iv test campaign as they happen. 
SPONSOR recently revealed that Ihirnhain & Morrill Co. had launched 
a campaign using Iv only in a market where it had never advertised 
before and where, sales of its oven-baked beans and brown bread 
were low. Objective: to see if Iv alone could boost sales. 
This is sponsor's second major series on media. The first was 
SPONSOR*? two-year All-Media Evaluation Study {recently published 
in book form). The All-Media Study explored the role of each 
major advertising medium, urged advertisers to lest media. 
The present U&M campaign is one case of an advertiser turning 
to a media test in the effort to solve a marketing problem. 



hanging oyer their heads. Green Bay, 
Wis., area wholesalers cut orders for 
Burnham & Morrill television test prod- 
ucts sharply during the latter part of 
April. After the first two weeks of the 
month when sales at the wholesale lev- 
el soared 37() f r over the like period 
last year, second half of April sales 
were only 9 r A above the 



previous 



year s. 

The tax. 
5% on all 
on l May. 
the decline. 



which costs the wholesaler 
merchandise in inventory 
is cited as the reason for 
Said Marvin Bower, ad- 



vertising 



for the Otto L. 
Kuelm Co. brokerage firm which han- 
dles B&M products in the region: ''The 
sales are down relative to gains we 
have been making but the competition 
is keener this year than a year ago 
which means that the jobbers have 
been watching their stocks closer than 
e\cr in order to be sure that their in- 
ventories are at the lowest possible 
point w hen the state levied their tax on 
May I. 

"We know, however, that this condi- 
tion is a temporary one and that the 
first half of May will show up beauti- 
fully because of the orders we already 
have on hand. This fact also indicates 




thai the jobbers ran their stocks down 
to practicall) nothing to beat the tax." 

Sales for the month of April taken 
as a whole remained considerably 
higher than April last year; 1,230 doz- 
en cans of B&M products were sold to 
wholesalers last \ear compared with 
more than twice that many, 2.604, this 
year. Total sales this year through 
April show an 82'T gain over last year 
when no television was used. 

B&M's chief competitor in the re- 
gion among oven-baked beans, Puri- 
tan, continued to reap indirect bene- 
fits from the B&M television campaign. 
And in addition Puritan lias bought 
into a television show on a co-op basis 
with Red Owl, a leading chain in the 
area. A prominent wholesaler de- 
scribed the carry-over of B&Ms tv 
advertising to Puritan sales this way: 

"Two of our store managers told 
me that Puritan was getting a free ride 
in that when their shelves were cleared 
of B&M beans, the customers picked up 
the Puritan beans (1) because they 
were the only brand of oven-baked 
beans on the shelf and (2) because the 
product looked very similar to B&M." 

Although the Puritan and B&M 
beans look alike, there's at least an 
8c differential in price, with the B&M 
27 ounce size currently selling at 37c 
compared with 29c for Puritan. Haydn 
Evans, manager of WB AY-TV, which 
carries television advertising both for 
the B&M products and Puritan, com- 
mented that over-all success of the 
B&M campaign thus far "proves that 
tv does carry a rather large wallop in 
selling high-grade, high-priced items 
against lower-priced competition." 

Leonard Burns, B&M sales promo- 
tion manager for Otto L. Kuehn in 
upper Michigan, whose southernmost 
territory is 00 miles north of Green 
Bay and who operates mainly in terri- 
tory over 100 miles away said: 

"Sales of B&M beans throughout my 
territory have increased approximate- 
ly 50' r. The brown bread is being 
handled by just about every store in 
my territoi) . 

Closer to Green Bay, the brown 
bread also showed a sharper propor- 
tionate increase than the B&M bean 
products because it had started at a 
lower level of sales and distribution. 
A jobber commented: "The B&M 
brown bread has increased twice as 
fast as the B&M beans because the 
stores carry only one line of brown 
bread whereas they have both B&M 
and Puritan oven-baked beans." * * * 



U J^TH WEEK OF B&M 26-WEEK TV TEST 

5: Tliis is llie iveek-liy-u-eek inside report of irlmt happens 

tit a previously uumtiprtiseil product in n weak market 
trlieu only one ineiliiini is used to stimulate sales 

\ i 

: j licstills: Brown bread continues to score best sales gains, .Safe 

'■ in chart below that brown bread sales it ere 360 dozen cans this 

| April compared with otdy 10 cans last year. Beason: brown 

bread icasn't even well distributed before tv campaign began, 
j must gain sharply now because it is on more shelves. Without 

sharp brown bread rise, total B&M sales latter half oj April 
would be o/j. Tax on it holcsale inventories slott ed gain. 

Competition : B&M's competitor among oven-baked beans. 
Puritan, is using tv participations in feature movie on 11 HAY- 
TV. Ironically copy Puritan uses on air refers to fact that 
oven-baked beans are now gaining popularity "here in the Mid- 
west," which helps the brand ride the interest B&M has built 
up for the oven-baked type oj bean. Wholesalers continue to 
report Puritan has benefited from the B&M campaign which 
is considerably greater in scope than Puritans recently 
launched tv effort. B&M has six weekly announcements over 
W BAY-TV to Puritan's single weekly announcement. 



Burnham & Morrill sales 15-30 April '54 vs. '55 



Sales of two sizes of IUvM beans and ono 
size of brmvp. bread at the wholesale 
U-\vl (l» dozefis o{ cans)t 



18 oi. 



'55 



27 02. brown bread 

'54 vs. '55 '54 vs. '55 



AllKA /\ (.IO-ihiJi* radius of fiveen ftni;> 



7. 


Manitowoc, Wis. 


100 


70 


0 


40 


0 


20 


2. 


Oshkosh, Wis. 


0 


20 


0 


15 


0 


50 


3. 


Applcton, Wis. 


50 


100 


25 


50 


0 


150 


4. 


Gillett, Wis. 


0 


40 


50 


20 


10 


20 


5, 


Green Bay, Wis. 


230 


0 


150 


0 


0 


40 


6. 


Menominee, Mich. 


0 


50 


0 


0 


0 


20 




Totals A 


380 


280 


225 


725 


70 


300 


✓U'E/l If (. 50- 100 mi/*' 


radio* of 




»n Kan) 






7. 


Fond Du Lac, Wis. 


50 


30 


0 


15 


0 


10 


8. 


Stevens Point, Wis. 


50 


0 


30 


0 


0 


0 


9. 


Wausou, Wis. 


30 


50 


35 


0 


0 


0 


10. 


Norway, Mich. 


0 


0 


0 


0 


0 


30 


11. 


Sheboygan, Wis. 


50 


60 


20 


10 


0 


20 


12. 


Wisconsin Rapids, Wis. 


0 


0 


0 


0 


0 


0 




Totals B 


780 


740 


85 


55 


0 


60 




Totals A & B 


560 


420 


370 


780 


70 


360 



TOTAL ALL PRODUCTS '54 — 880 dozen cans 

tTclevlslon eanutfllpn becan -I January. 1955 



'55 — 960 dozen cans 
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What Chicago agencies sav about 
the 4-network radio presentation 

They're impressed by webs* cooperation, find data useful and enlightening 



iconic sharp thinking about network 
radio has boon going on among the 
toj) air agencies in New York and Chi- 
cago in the wake of a joint sales pres- 
entation by the four am webs to several 
dozen ageru res in those two ad centers. 

Whether the joint venture will add 
to network billings remains to be seen. 
But admen were impressed by the pic- 
ture of four competitors cooperating. 

Follow ing the networks' presentation 
of their story before 10 Chicago agen- 
cies recently, Sroxsoil went to die.se 
agencies, asked for comments. 1 lere 
are two highlights from reactions to be 
found later in this report: 

George Bolas. radio-tv director of 
Tatham-Laird, lauded the four-network 
effort but felt that it. as well as other 



radio presentations, are too general 
these days. W hat is needed, he said, 
are specifics — examples of how one 
advertiser with an average budget, for 
example, can reach a large enough au- 
dience with radio to justify its use as 
fgaiiist other media. 

Leo Burnett's media director, Sey- 
mour Banks, felt the networks' facts 
showed diat radio is a relatively good 
buy for advertisers interested in broad 
national coverage but saw a decline in 
the value of network radio as tv con- 
tinues to grow. He predicted that ra- 
dio chain operation "may virtual!) 
(ease at 5:00 p.m. and. even for day- 
time, it mav exist onlv in the form of 
a wide variety of partial sectional nets.' 

The joint presentation is an out- 



growth of the now-famous B13D0 pol- 
icy last \ear of asking its own radio 
people to examine radio as if it were 
a new medium, forgetting about com- 
parisons with pre-tv radio. The agency 
invited radio to present its case and 
die four networks responded with their 
best general data. MBS. for example, 
with its Ward study (see "Pinpointing 
the radio audience: new MBS-Ward 
study shows how." sponsor. 4 October 
19541, x\BC with its Starch studv. 

The networks' presentation before 
BBDO was followed b\ appearances 
before other New York agencies. The 
group also visited N. W. A\er in Phil- 
adelphia. Past month the presentation 
was given in Chicago with HAB "book- 
( Please turn to page 1411 



Four-nelwork premutation included CBS charts helmv. Figures at 
left show 19.)1 radio, tv set sales, according to KFTMA. Center. 
\ It F I'olitz figures hreak down location of radio, tv sels, according 



to rooms- with Iv sets only, with radio and tv sets, with radio sets 
only. Plight. Nielsen figures for 7-13 .March 1951 show number 
of homes radio can reach in week during various limes of day 



FACTORY SALES 1954 



7,426,306 

o 




TV-ONLY 
RADIO & TV 



15,140,000 rooms 
13,950,000 rooms 



RADIO-ONLY 



96,370,000 

LCCAilOMS 



MORNING 



AFTERNOON 



EVENING 




The weekly reach is 92.°A 
20 hours 6t 46 minutes. 
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NAKT1J SECTION INDEX 

Preview of the NARTH Convention: As 
33rtl Convention meets these are the is-ues 
which most concern broadea»ters a* deter- 
mined hy a spowm survey page 'I t 

Convention agenda: For a list of events 
with time and plare ■see agenda page 17 

T\ Pioneer* Dinner: For description of 
Sunday night (22 May) Television Pioneers 
Dinner given hy sponsor for the 108 pre- 
freeze. television stations see page 18 

Film at the Convention: Report on new 
properties film exhibitors will he selling at 
the Convention on page 50 

Map of W;t.*limgtoii: Broadcaster's map of 
Washington locates hotel-, government offices, 
sights of the city page 53 

Katlio program services: What [he radio 
programing services vn ill be selling at the 
Convention. page 64 

Exhibitors description: What each of the 
exhibitors will display page 65 

NAKTH and admen: A description of 
XARTB activities which have direct and in- 
direct affect on admen page 80 



Heps at the Convention: List of rep rooms 
appears on . ... page 84 



YIRTIi MM10I Section 

Focus is on govern men 1 problems as 33rd Convention promises 
to draw record turnout of broadcasters to Washington. II. C. 
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SPONSOR at the Convention : Delegate- 
are invited to visit sPOVsOH at the Shorehaili, 
Suite F603 F605. Attending: Norman K. 
Glenn, Bernard l'latl. Jacob A. Evan*. Miles 
David, Elaine C. Glenn, Arnold \. Alpert, 
Charles L. Nash. 




IIWtULI) I IH.lOWs IlhMn It. <L\\. KVf'KIl CLAIR R. McCOM.OWII, WOAI.-TY 

Prv>i»l*'nt, "N VKlIt Convention Co-chairman Convention Co-chairman 



PRE-COM EM ION STATEMENTS OF THREE NAKTH LEADERS 

Harold /.'. Folio res. President, SAHTB'. As we meet, there are many 
problem* of wide industry and advertising significance which no doubt will 
he thoroughly discussed in the corridors of the convention hotels: film pro- 
graming, the network picture, subscription television, satellites, automation in 
radio programing, remote control. AH of these touch directly upon the future 
of broadcasting as a free service to the American public supported through 
the dollar^ supplied by advertisers. The health of this industry depends upon 
those advertisers and upon the industry's continued good reputation in the 
field of media. 

I hope that this convention, our regional meetings, and all future conven- 
tions will attract the attention and the participation of many agencies and 
advertisers. Our objectives are common ones, and the attainment of them 
is a contribution to the prosperity of the American people. 

Henry IS. Clay, Convention co-chairman, Kff'Kll, Shrevvport : The biggest 
problem facing the radio and television industry today is proposed govern- 
ment interference in our industry. The many, many bills in Congress pertain- 
ing to the radio and television industry are no less than shocking. If some 
of the proposals become law, our system of free radio and television would 
come to an end and that in turn would be the beginning of the end of 
\mcriea's free way of life. It is absolutely essential under our republican 
form of government that freedom of speech he maintained. Furthermore, any 
encroachment by the federal government on America's competitive free enter- 
prise radio ami television system would be an injustice to the millions of 
\nierieans who have invested in receivers anticipating reception of the finest 
quality in the world, whether in the form of entertainment, information or 
education. The high quality of radio and television programs* in America is a 
direct result of our established competitive, system, and the people of this 
cotmliv were counting on just such programs when they made their invest- 
ment of hundreds of millions of dollars for receivers. 

I don't think yon could get two people to agree on the greatest single 
accomplishment of the industry during the past year, as there have been 
many goals achieved, such as strengthening the Television Standards of Prac- 
tice and the Radio Standards of Practice, the establishing of the Television 
\dvcrtising Bureau and informing Congress about the facts of radio and tele- 
vision regarding many aspects of its operation, thereby thwarting the passage 
of some ridiculous bills. The industry has made tremendous strides toward 
educating the American people, the lawmakers and the eouris () f this country 
in an effort to obtain free access to public hearings, and we shall continue 
tliis fight until it becomes accepted practice to use modem electronic methods 
of reporting news. One of the greatest strides made last year in this regard 
was the recognition of these modern methods by the President of the United 
Nates in bis weekly news conferences. People are beginning to know that 
there are other methods of reporting news besides the use of a pencil. 

Clair It. MrCuUnugh, Convention ' <>•< hairman, II CAI.-Tl , Lancaster: This 
year's NMxTP Convention takes place in the nation's capital city. Perhaps 
this is significant inasmuch as many of our foreseeable difficulties in broad- 
casting for the next year appear at the present writing to center in Wash- 
ington, I). C. It is possible let us hope that this opportunity for broad- 
casters to mingle with federal officials of all branches of the government may 
had to some peaceful resolution of the various problems implicit in the 
numerous legislative inquiries that have been launched. 

Our convention in Washington, one toward which we have been pointing 
for some years, promises lo bring forth a record number of delegates. For 
them we arc attempting to schedule a program which will give them an 
oppoitnuity to see and hear top officials, led by the distinguished President 
of the t niled States. 

On behalf of the committee my co-chairman, Henry Clay, and myself as 
well as the other members I extend a hearty welcome to all delegates and 
If) the various associate members who have labored so arduously to make 
this one of the biggest meetings in the Association's history. 



Preview of i 

1955 meeting clue to be li'io 

he kind of radio and television 
that advertisers buy in the next few 
months may well he shaped hy events 
in Washington next week. 

Ahead), a record number of broad- 
casters and exhibitors are swarming 
into the nation's capital to attend the 
33rd Annual NAHTB Convention. 
And. these industryites are bringing 
with them a record number of indus- 
trv problems which they hope will be 
settled, in full or in part, at the meet- 
ing. 

First, there are the external prob- 
lems. 

Admen who visit the XART15 con- 
vention will find that the meeting has 
an important theme this year: govern- 
ment relations. 

Many broadcasters are alarmed at 
the thought of "government interven- 
tion"" in radio and tv. Although they 
generally feel that few, if any, changes 
will take place in the industry as a re- 
sult of current Congressional and F CC 
probes, the \ARTB members will have 
their best governmental foot forward. 

As Ilenrv B. Clay, executive v.p. of 
Shreveport's KWKH and a convention j 
co-chairman, told SPONSOR. 

'"W e hope this convention w ill result 
in a belter relationship between the j 
induslrv and government officials — a 
rcrognilion on the part of the latter 
lhat the radio-tv industry is the out- 
standing method of public communica- 
tion in the I uited Stales and that the 
people who run it are doing a good 
job." 

Second, there are the internal prob- 
lems. 

Station men today are mightily con- 
( erued with the financial health of 
their industry. They'll be urging sta- 
tions to take a firm stand on "deal- 
making" and rate-cutting in radio and 
Iv. Thev'll be talking about I he up- 
ward spiral of broadcasting costs. 
They'll be seeking new approaches to 
the problems of selling more radio 
time, of boosting revenue on uhf sta- 
tions, of developing new" low-price pro- 
grams. 

Thus, the \ARTB meeting next week 
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will be a lively blend of bull sessions 
and public relations, of on-tbe-floor 
debates and off-the-record politicking. 

Tbat's the conclusion SPONSOR edi- 
tors came to as the result of a special 
"pre-convention ' poll of NAK Tl> mem- 
bers last month. Station executives at 
a total of 900 outlets in all parts of 
the U.S. were surveyed, and a sizable 
cross-section replied. The topics and 
problems cited above were those most 
often mentioned by broadcasters. 

(In addition to this opinion poll of 
broadcasters, sponsor also surveyed 
exhibitors as to their N'ARTB plans. 
Convention officials expect to have the 
largest radio-tv exposition in the 
group's convention history; see list, 
page 65.) 

Admen who feel they needn't take 
more than a casual interest in the 
XARTB's meeting, the problems that 
will be threshed out, and the friendly 
overtures in the direction of Capitol 
Hill are wrong, broadcasters believe. 

Current industry and government in- 



vestigations of multi-station ownership, 
network television, pav-as-v oil-look vid- 
eo, the financial squeeze on some radio 
and tv operators —all have potentially 
deep and lasting meaning for any ad- 
vertiser or agency who buys broadcast 
advertising. 

Here then are the details of what 
sponsor learned from its national sur- 
vey of radio and television executives. 
They combine to form a "preview'' of 
what will be observed in action next 
week at the Shoreham and Sheraton 
Park Hotels as the convention gets un- 
der wav : 

Government probes: sponsor asked 
broadcasters : 

"What is your prediction on the out- 
come of the Senate and FCC studies 
of network broadcasting? 

This was the pattern of the replies: 
• 28 r ? felt that there would be "no 
change in the industry.'' 

(Article continues next page) 



President Dwight D. Eisenhower will address 
convention on "Government Day," Tuesday 2tili 



THESE ARE QUESTIONS SPONSOR PUT TO 900 STATIONS WITH TYPICAL REPLIES 



Q. '"What would you like to see ac- 
complished this year at the conven- 
tion?" 

A. "Stress should be made at the conven- 
tion that in order to have a healthy indus- 
try and regain the respect of advertisers and 
agencies, broadcasters must maintain pub- 
lished rates." 

"Pass a resolution to the FCC urging that 
new applicants for radio CP's be screened 
to see if they are financially able, morally 
responsible, sufficiently experienced and 
needed in the interest of public conveni- 
ence." 

"Recognition of the many problems of 
small-market uhf stations: AT&T charges, 
network program availability, film costs, ad- 
vertising revenue." 

"An active program mapped out for pas- 
sage of legislation for a universal Daylight 
Saving Time across the nation. The annual 
rescheduling of program* is a prime head- 
ache and could easily be avoided." 



Q. "What problems that j on face in 
tour own operation will you he most 
interested in discu*sing with other 
broadcasters ?" 

A. "How to cut costs without affecting the 
quality and standard- of radio." 

"Film contracts and allied film problems." 

"Hew to sell advertisers on using daytime 
spot television."' 

"The growing problem of off-color rec- 
ords and 'leer-ics'." 

"Convincing networks and timebuycrs of 
the practicality of using uhf televi-ion on 
an honest cost-per-1,000 basis."' 

"How to increase sales volume in the face 
of rate-cutting competition." 

"Procuring a greater share of local adver- 
tising budgets; $800 million won't run thi- 
industry." 

O. "What are the greatest problem* 
you see facing the industry as n whole?" 



A. 



enaiorial investigations . . . and pay- 



a— you-see plan-." 

"'Lack (if idea- in lop spots in the indus- 
try and the nil willingness, of these people 
to accept idea- from the grass roots." 

"How to u-e tv he-t for retail selling." 

"Build a new fire under those who have 
given up on radio ami continue to sell it 
short." 

"The ba-ic problem i- price instability 
which lowers the respeet of adurti-ers." 

'"'I he bigge-t headache facing the radio 
and television itidu*ir\ today is proposed 
go> eminent interference in our indn-trv .'" 

Pav -a--\ou--ee television, and the whole 
complex problem of uhf and vhf." 

O. "\\ bat i- tour predict ion nil the 
outcome of the Senate and FCC studies 
of network broadca-ling?" 

\. "Definitely some network re-tridions 
affecting option lime. \l-o, certain details 
nf net workstation agreement* will be over- 
hauled. Pos*ihly, line c<»ls will he lowered." 

SCC NEXT PACt FOR HOR[ QUOTtI ► 
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• 20' < felt there would he "some 
< hange.- in the form of minor restric- 
tions. 

• (/ < helien etl the go\ eminent would 
i--ne a criticism of network operations. 

• 6'/ felt the j^n eminent would do 
better to lea\e the networks alone. 

• 4' < felt there would he "major 
rhange-'* a- a result of the probes. 

• 26' ( answered "no comment.'* 
Here arc some examples of individ- 
ual opinion:- from station men who felt 
the im estimations would produce noth- 

WIIVS. Louisville's Mark Elliridge will 
receive spr, ial N \HT1$ "Keynote Award." 
\nother award winner at convention will be 
lame- Ilaprrtv, Presidential press see., who 
get* sponsor award for aiding r-tv reporting 




nig in the wa\ of results: 

"The status will remain at quo. The 
networks have too much at stake to 
allow further tampering."' (Radio sales 
manager in Salt Lake City.) 

"1*11 bet 82 on the nose of the net- 
work:-!" (Manager of a uhf outlet in 
Mississippi. I 

".\olhing will come of it; the prob- 
lems are too basic and go (dear down 
to the allocation patterns."' (Koine. 
Georgia, radio station manager.) 

"It will flourish for a while — then 
die."" (Manager of a St. Louis radio 
station.) 

But other broadcasters voiced pre- 
dictions! which, if the) came true, 
would ultimately affect radio and tv 
timebtiying : 

"Definitely some network restric- 
tions a fleeting option time. Also, cer- 
tain details of network-station agree- 
ments will be overhauled. Possibly, 
line costs will be lowered." (Execu- 
tive of an Ohio tv outlet.) 

"Probably no legislation, but possi- 
hl\ a revision of FCC rules affecting 
network relations with stations. Cer- 
tainly, during the hearings a cautious 
attitude on the part of networks and 
airing of certain dirty linen." (Man- 
ager of a Portland. Oregon, radio sta- 
tion.) 

"Some new rules pinpointing re- 
sponsibilities on networks. They're 
long past due!" (Y.p. of a Tulsa, Ok- 
lahoma, radio outlet.) 



Not all broadcasters, as the break- 
down above of the returns shows, felt 
that the go\ eminent should slap down 
network operators, or that some re- 
struftions on networking should be 
set up by the government. Here are 
comments from broadcasters who felt 
that the investigation wasn't particu- 
larly justified: 

"I hope the outcome will be that 
reasonable flexibility will be permitted 
the networks so that they can continue 
to help build television into the larg- 
est advertising medium. Hie progress 
that television has shown in the past 
10 wars, coming from zero to number 
three in gross annual revenue, has been 
due largely to the pioneering, invest- 
ment and initiative of the national net- 
works." (President of a well-known 
nidio-tv outlet in upper New York 
State.) 

"As an independent broadcaster and 
a strong proponent of 'free broadcast- 
ing.' I hope and predict that the in- 
\estigations will continue to allow the 
networks freedom of operation.' 1 (Man- 
ager of a radio outlet in Wisconsin.) 

/tc(*ouij>(i.vfitttt>tt(s: The goals that 
station men hope will be achieved at 
the upcoming NAKTB meeting are, in 
many ways, a direct reflection of the 
doubts and fears, the hopes and dreams 
of the radio-tv industry today, admen 
will find. 



QUESTION BOX CONTINUED FROM PREVIOUS PAGE 



GOVERNMENT PKOIJES WILL MAKE FEW INDUSTRY CHANGES. STATION MEN SAY 



"The status will remain at quo, The net- 
works have too inneli at stake to allow fur- 
ther tampering." 

"Headline-, for politicians if we're not 
earefn) ! " 

"1 hope the outcome will he that reason- 
able flexibility will be permitted the net- 
work- so that they can continue to help 
build television into the largest advertising 
medium." 

"Nothing will come of it; the problems 
are too ba-i< and go clear down to the allo- 
cation pat t'-rns.*' 

(}. "\\ li.it is llie indii»lr\"s greatest 
need loilay in I In- way of -(Ming tools, 
-onrrcs of basic data?" 

A. " \n industry-accepted, periodic count 
of the number ijf tv sets in tv markets." 

"More listener-hip. vcrsif- read'-rship statis- 
tic- whbli will permit onr industry to sell 
our < in -illation effectively against newspaper 
(initiation, and onr listeners against news. 



papers' actual readership." 

"More honest appraisal of what uhf broad- 
casters are doiug in their respective mar- 
kets." 

'Acceptance of the basic and thoroughly 
sound idea that radio circulation rather than 
program ratings is the right measurement." 

"We need new sales techniques; for ex- 
ample, joint pii'scntations to major adver- 
tisers in the local market, and nationally. A 
telling of the radio story with a single voice, 
rather than a lot of separate, confusing 
voices." 

"A general plan to broaden the base of 
television advertising. TvB is a start in the 
light direction."' 

(„). '"What conventions do >uii look 
back on most fondly, ami arc llie con- 
ventions of recent years as much fun 
as ilmse <if earlier years?' 1 

\. "'M. Louis when Mark Ethridge told 
off the FCC!" 



"Our industty has grown up more busi- 
ness and less playing seems to be the con- 
vention rule these days." 

"Conventions arc too large, and the oppor- 
tunity to be with friends has diminished 
very much. \re they as much fun? The 
answer is 'no'." 

"St. Louis and Lawrence Fly's remark 
about a mackerel. \o, conventions aren't as 
much fun as they were once." 

"1 look back fondly these days on the 
rerv early ones, when our one ant! only 
'problem' was ASCMV 

"The last one in Atlantic City, where I 
sal on a sundeck and didn't attend any of 
the sessions." 

"I enjoyed the L.A. session, particularly 
1 he side trips after convention. Generally, 
conventions today aren't as much fun be- 
cause of the su'/c and mass production format 
they have taken on." 

"None in particular. Driving there and 
back each year is the best part." 

"You're getting too personal!" 
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SPONSOR asked broadcasters: 

''What would you like to see accom- 
plished this year at the convention?" 

The replies from broadcasters di\ id- 
ed roughl) into three categories: sta- 
bilize the rates and pricing in the in- 
dustry, do more to help sell radio as 
advertising media, and take care of a 
host of minor problems that now be- 
set radio and television. By far the 
greatest number of replies fell into the 
first or second of these categories. 

Here are some individual broadcast- 
er comments on the goal of rate sta- 
bilization : 

"Constructive holding of the line on 
time charges should he a major con- 
cern. Rate-cutting on both tv and ra- 
dio continues while newspaper and 
magazine rates are going up." (Man- 
ager of a Montana radio station.) 

"Rate-cutting and special deals are 
lowering the standard of the broadcast 
industry. Stress should be made at the 
convention that in order to have a 
healthy industry and regain the re- 
spect of local as well as national ad- 
vertisers and agencies, broadcasters 
must maintain published rates." (Sales 
manager of a leading Midwestern 50 
kw. outlet.) 

"Re-rate all tv stations, not on 'cost- 
per-1,000 sets,' but on 'cost-per-mil- 
lion-dollar-minute.' That is. how much 
does it cost, per minute, to reach each 
million dollars in annual retail sales in 
any market." (Manager of a Reno 
vhf station.) 

Comments on a help-sell-radio goal 
for the NARTB meeting were typified 
by these: 

"Management should be made to 
realize that radio is not a step-child. 
The industry should quit hanging it- 
self on surveys." (Manager of a large 
radio outlet in the East.) 

"The NARTB should try to rebuild 
radio's confidence in itself and educate 
advertisers to buy radio in sufficient 
quantity to do the job they need." 
(V.p. of a Florida radio station.) 

"More 'shirt sleeve' practical pro- 
graming and sales clinics! ' (Manager 
of a Texarkana radio station.) 

"Build a new fire under those who 
have given up on radio and continue 
to sell it short." (Manager of a large 
Southern am-fm-tv outlet.) 

There were many other problems 
cited. Chiefly: doing something to ease 
the squeeze on uhf stations, helping to 
end arguments over radio- tv research, 
tighter licensing requirements from the 
(Please turn to page 86) 






i«i5,> convention 

COMMITTEE 
MEMBERS 
1 C. .\rnoux. WTAK-TV 

2. Kenyan ltnxrn. KWFT 

3. It Carter. W.l.lM 

1. J 11. DrtVltl, WSM TV 

5. E. llnrtenbimrr. KCMO 

6. Hen Ktrouse. WWDC 
Not shown ■ .1 Moore, 
tt'SLS; F IluMcll. NHC 



1955 Convention 

SUNDAY — M VY 22. 1933 

7:00 a.m. -8:00 p.m. Registration 
9:00 a.m. -6:00 p.m. Exhibits 

Room Exhibits 

9:00 a.m. "Broadcasting" 

Colt Tournament 
11:30 a.m. -4:00 p.m. Quality Radio Croup 
BMI Board 

3:00 pm.-5:00 p.m. ABC Affiliates Meeting 

5:00 p.m. -6:30 p.m. Cocktails— ABC Affiliates 

6:30 p.m. Cocktails — (Broadcasting! 

7:30 p.m. TV Pioneers Dinner — 

(SPONSOR) 



Agenda 



Shorcham 
Shorcham 
Shorcham 
Coosc Creek 
Country Club 

The Woodner 
Shorcham 
Shorcham 
Nat'l Press Club 
Willard Hotel 



MONDAY — 31 A \ 23, 1935 

7:00 a.m. -8:00 p.m. 
9.00 a.m. -6:00 p.m. 
10:00 a.m. -12:00 p.m. 
10:00 a.m. -5:00 p.m. 

12:00 p.m. -2:00 p.m. 
12:30 p.m. 

2:00 p.m. -5:00 p.m. 
2:30 p.m. -4:30 p.m. 
4:30 p.m. 

5:00 p.m. -7:00 p.m. 
7:00 p.m. 



Registration 
Exhibits 
FM Session 

Association for Professional 

Broadcasters Education 
Community Broad. Assoc. 
Luncheon — State Association 

Presidents 
MBS Affiliates 
Television Business Session 
Davtime Broad. Assoc. 
MBS Affiliates— Cocktails 
BMI-NARTB Dinner 



Shorcham 
Shorcham 
Shorcham 



Shorcham 
Shorcham 



TUESDAY— 31AY 21, 1955 — OFFICIAL OPENING 



7:00 a.m. -5:00 p.m 
9:00 a.m. -6:00 p.m. 
10:00 a.m. -12:00 p.m 



10:00 a.m. 



10:05 a.m. 

10:10 a.m. 
10:20 a.m. 
1 1 :00 a.m. 



11:30 a.m. 

12:30 p.m. -2 15 p.m. 



2:45 p.m. -5:00 p.m. 

2:45 p.m. 

3:15 p.m. 
6:30 p.m. 



Registration 

Exhibits 

Joint Session 

Management and Engineering 
Conferences 

Call to Order 

Presiding: Clair R. McCol- 
lough Co-Chairman, 1955 
Convention Committee 

Invocation 

Dr. Clayton T. Criswold 

Presentation of the Colors 

Keynote address, Mark Ethridge 

Presentation of Keynote Award 
to Mark Ethridge by Har- 
old E. Fellows 

President Dwight D. Eisenhower 

Luncheon 

Presiding: Henry Clay, Co- 
Chairman, 1955 Convention 
Committee 

Introductions: Harold E. 
Fellows 

Speaker: Ceorgc C. McCon- 
naughey, Chairman, FCC 
Joint Session 

Presiding: Henry Clay 
Introductions: Ralph W. 
Hardy 

Honorable ). Percy Priest 
Chairman — House Interstate 
and Foreign Commerce Com- 
mittee 

FCC Panel — Moderator: Harold 

E. Fellows 
Engineering Reception 



WEDNESDAY — 31 AY 23, 1955 

8:00 a.m. -9:30 a.m. 
9:00 a.m. -6:00 p.m. 
10:00 a.m. -12:00 p.m. 



10:00 a.m. 

10:00 a.m. 

10:30 a.m. 
11:15 a.m. 

12:15 p.m. -2:00 p.m. 



2:00 p.m. -5:00 p.m. 

6:00 p.m. -7:30 p.m. 
7:30 p.m. 

THURSDAY—. 31 AY 

B:00 a.m. -9:30 a.m. 
9:00 a.m. -3:00 
10:00 a.m. 



Wages and Hours Breakfast 
Exhibits 

Management Conference 
Call to Order 
Henry Clay Presiding 
"Radio in '55" — 

Speaker to be announced 
"Automatic Broadcasting" 
"Selection and Motivation of 

Salesmen" — A Panel 
Luncheon 

Presiding: Henry Clay 
Address: Harold E. Fellows 
Radio Sales — 

Radio Advertising Bureau 
Covcrnment Reception 
Radio Pioneers Dinner 



p.m. 



10:00 a.m. 



10:00 a.m. 

10:10 a.m. 
10:30 a.m. 
11 :20 a.m. 
12:30 p.m. 



2:00 p.m.- 

6:00 p.m.- 
7:30 p.m. 
Note : Some 



26, 1955 

Labor Relations Breakfast 
Exhibits 

Management Conference 
Television 

"The Tenth Anniversary" 
Call to Order 

Presiding: Clair R. McCol- 
lough 

Introductory Address by Mod- 
erator 
The First Years 
11:10 a.m. Management and Crowth 
11:40 a.m. Television— 1955-1965 
•2:00 p.m. Luncheon 

Presiding: Clair R. McCol- 
lough 

Address: Dr. Norman Vincent 
Pcalc 

Convcntton Buincss Session 
5:00 p.m. Television Bureau of Advertis- 

ing 

7:30 p.m. Annual Convention Reception 

Annual Convention Banquet 

of locations for e\enLs were not set at prt uline. 



Shorcham 
Shoreham 
Sheraton Park 
Sheraton Hall 



Sheraton Park 
Sheraton Hall 



Shoreham 



Sheraton Park 



Shoreham 
Shoreham 
Shorcham 



Sheraton Park 
Sheraton Hall 

Shorcham 
Main Ballroom 
Sheraton Park 



Shorcham 
Shoreham 
Shorcham 



Sheraton Park 
Sheraton Hall 



Sheraton Hall 
Shorcham 
Main Ballroom 
Sheraton Park 
Sheraton Park 



16 MAY 1955 
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CONVENTION 
EVENT 



Television Pioneers Dinner 




TKI.IA tSION IMOM'.KKS IIINMill 

S»-*-»*ml fiimuul 'I rtr\ Uif»n {'hm<'<Tn ilium*!*, 
e l>,n hy M"<I\M1H, uill 1,< I • ■ - 1 < I »| Wlllnr.l 
llolrl, Siinrln*. 22 Mny n! 7 *.'HI |i.m. I'nr 
map l«<*ntiltR * .tni\ rut Ion hold** «>«■•«■• |1'IK«* 53. 



P^^hitc 1 1 oiise Press Secretary James 
C. llagerty will he the guest of honor 
at SPOiNSOK's second annual "Tv Pio- 
neer Dinner'' to be held in Washington 
on the eve of the NARTB Convention. 

The dinner, which salutes executives 
of the J Of! pic-freeze tv stations, will 
he attended hy members of Congress 
and the FCC, advertising and network 
executives and leading station repre- 
sentatives. 

Date of the occasion has been set 
for Sunday, 22 May in the Ballroom of 
the Willard Hotel, 11th Street and 
Pennsylvania Avenue, at 7:30 p.m. 

llagertv be awarded a special 

commendation for his "tv pioneering'' 
in achieving a close working relation- 
ship between newsmen of the broad- 
casting industry and the government's 
executive branch, and for arranging 



the pioneer telecasts of Presidential 
press conferences. 

A number of other government no- 
tables are expected to be present, in- 
cluding Sen. Warren C. Magnuson 
(Dem., Wash.) ami Rep. J. Percy 
Priest (Rep., Tenn.), chairmen respec- 
tively of the Senate and House Inter- 
state and Foreign Commerce Commit- 
tees. Also invited to attend the "Tv 
Pioneer Dinner": Hon. Ccorge C. Mc- 
Connaiighey. Chairman of the FCC, 
and the full FCC Commission. 

The principal speaker of the occa- 
sion will he a veteran television ad- 
man. George J. Abrams. v. p. of the 
Klock Drug Co. He is expected to sa- 
lute the pioneering television broad- 
casters for their role in helping to cre- 
ate one of the nation's major advertis- 



ing forces. 



★ ★ ★ 
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I Senate Interstate and Foreign Commerce Committee 

Hon- Warren C. Mugiuc.an, of Washington, Cliairiiian (I)eni.) 
joiin o. imsiimh:, en* ui:oih: isi \sd (in:\|.) 

MIKE MONIt<INK\ , tj.r OKLAHOMA (DIM.) 
CEOIH.I \. •»*« V I'llKltS. OF* FLORIDA (UI.M.) 

I'nici-: dami i., or iK\is idhm.) 

-■•MIKI. J. F.RMN. JH., (IK NORTH CAltOLINA (DEM.) 

al\n hiui.i:, of vit un (hem.) 

J. STKOM I III RMONI). (IF Mil ill CAROLINA (DEM.) 
JOHN W. lllthKEK. OF OHIO (HEP.) 
ANDREW F. M.IIOI PPKL, (II KANSAS (HI P.) 
JOHN MVUN1U1. Ill TLEIt, OF MMHIAMI (HEP.) 
CHARLES K. POTTER, Ol MICHIGAN (REP.) 
JAMF.S II. mil", OF I'KVNSM.VAMV ( RKP.) 
"ftll.l.IVM \. I'l K I F.I.I , OF ( ONNECI l( LI (HEP.J 
FREDERICK (,. PAlNK, OF MAINE; (HEP.) 



House Interstate ami Foreign Commerce Committee 

lion* J. Percy Priest, of Tennessee, Chairman (I)cni.) 



lion. Warren G. Magiiusoii (above) 
I Ion. J. Percy Pries! (below) 



OHK.N HARRIS (I). AUK.) 

WILLIAM T. CKANA1I\N (I). I'V.) 

i . f.hti;l caiilyi.k «n. — n. o 

ITTEII I". .MACK. JR. (I). — ILL.) 
MORGAN M. MOILDEHS (D. — \IO.) 
ISIDOHF. DOI.I.INGER (I). — V. 1.) 
SVMIEL V FR1EDEL (I). — Ml).) 
TORHERT MAC1IOVAI.I) (I). — MASS. I 
CI1AS. A. A\ OLVF.Rl ON (R. — N. J.) 
JOSEPH F. OI1AHA (It. — MIW) 
J\MES I. DOLLIVF.lt (R. — IOWA) 

joiin it. HLNNEn (it. — Mini.) 

JOHN V. HEAMElt (It. — LND.) 
ALV1N It. IILSIl (It. — I'A.) 
JOSEPH L. OAltRICG (It. — !**».) 



ARTIIl'lt G. KLEIN (I). — N. A.) 
W ALTER ROGERS (I). — II \ VS) 
JOHN It. WILLI VMS (1). — MISS.) 
KENNETH \. ROBERTS (I). — ALA.) 
IIARI.EV (). STAGGERS (I). — W. VA.) 
MARTIN DIES (I). — TEXAS) 
JOIIN J. FLA -NT. JR. ( I). — G A . ) 
DON IIVVWOHTII (I). — MICH.) 
C.Vltl. 1IINSI1AW' (It. — CALIF.) 
ROUFRT I1U.E (It. — MAINE) 
JOIIN \V. 11ESELTON (R. — MASS.) 
RICH Mil) \V. HOFFM AN (R. — ILL.) 
WILLIAM L. SPRINI.ER (It. — III..) 
PALL F. SCIIENCK (It. — OHIO) 
STEVEN It. DEItOINIVN (It. — N. V.) 



Federal Communications Commission: Left to right, John C. (Rep.); George C. McConnaughey (Rep.), chairman; Edward M. 
Doerfer (Rep.) ; Frieda R. Hennock (Dem.) ; Rosel H. Hyde Webster (hid.) ; Rohert T. Bartley (Dcm.) ; Robert E. Lee (Rep.) 
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SKI.IlMi: NKW SllOftts HEHL \S, IIOOI'l.V 

Sales push at \AHT1> will be mixture of 
slick 'Veil" and high-powered movie pro- 
motions. Clockwise: Sales v.p. Htitl Kifkin 
anil President John Sinn of Ziv TV look 
over presentation for firm's '"Air. D.A." se- 
ries, now going into new production cycle; 
M(.\ TVs Wynn Nathan, v.p. in charge of 
sales, borrows Kingling elephant lo sym- 
bolize "maniinolh secrel plans'' for NAKTH 
meet; Screen Gems executives gather to dis- 
cuss "mockii()" of firm's exhibit on lop re- 
run shows (1. !o r .: Henry While, adver- 
lising director; Frank Young, publicity; 
John Mitchell, v.p. in charge of sales; 
Kalph M. ( 4<)hn, v.p. and general manager. 




CONVENTION 
SELLING PLANS 



] Film syndicate 



40% more syndiealors, feature film firms are 
due (his year; 7;>% will show new packages 



JJ^ant a preview of what syndica- 
tors will he pitching to you for multi- 
market spotting this fall? 

Want a line on what kind of film 
packages stations and reps w ill Ik; sell- 
ing to umr timehii) ers in tin; weeks 
to come? 

'I he answers aren t as hard to eome 
1)\ as \ on might think. 

You'll find inosi () f lhe.ni, starting 
next week, at (lie Sheraton J'ai^ and 
Shoi chain Ihdela in Washington. I). C. 



The occasion will he the 33rd An- 
nual NAKTH Convention, the yearly 
sales highlight of the $80 million tv 
film industry. 

The nnniher of film companies on 
hand at this } ear's convention w ill top 
the niunher exhibiting at last year's 
meeting b) more than «U)'f . The ex- 
liihiting group includes: ABC Film 
indication, CBS TV Film Sales, Fla- 
mingo Films, General Teleradio, Cuild 
Films, llolUwood Television Service, 



M&A Alexander, AICA-TV, Minot TV, 
NBC Film Division, National Telefilm 
Associates, Official Films, Screen Cenis, 
Sterling Television, Television Pro- 
grams of America, Unity TV, and Ziv. 

W hat these tv film firms w ill be 
screening, promoting and selling and 
what the convention visitors will be 
buying and talking about — will have a 
great effect on spot film tv in the near 
future. 

• Neio film shows. Nearly 75% of 
the exhibitors will be showing one or 
more new syndicated film series. Sev- 
eral of these shows are getting their 
first trade screenings at the NAKTB 
meeting, often coinciding with their 
release In sales forces for "national" 
pitching to agencies and advertisers. 

• New features. The first sales de- 
tail- of several new feature packages, 
such as NT\'s new "Fabulous Fort)" 
and Ceneral Teleradio's new group of 
A -budget pictures, will he revealed in 
Washington next week. Ultimately, 
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they will be showing up as new sources 
of tv availabilities as the cycle of film 
seller-to-station-to-i ep-to-timebuyer is 
completed. 

• New .sales plans. Some basic shifts 
in time buying strategy will also be 
foreshadowed at the upcoming NARTB 
meeting. Of the exhibitors at the con- 
vention, more than 40' o intend to an- 
nounce various new sales plans for tv r 
stations. Mostly, these will be in the 
form of 'iibrar)" arrangements aimed 
at stepping up greatly the amount of 
film programing stations carry. lint a 
few. like the newest plans of National 
Affiliated Television Stations (a tieup 
between General Electric, a group of 
some 20 tv stations, and NTA) and 
Yitapix (a tieup between some 55 sta- 
tions and Guild Films) in effect coin- 
pete with tv networks. 

• New ideas. Conversations between 
station executives and film exhibitors 
won't be confined merely to buying- 
and-selling talk. The convention, out 
to impress Congress and government 
brass with radio-tv's role in national 
affairs, hasn't left much time for local 
tv programing on its agenda, and none 
at all to tv film. Film men hope to 
take up the slack in "corridor clinics" 
and informal bull sessions, passing on 
new programing ideas and merchan- 
dising gimmicks to eager broadcasters. 
Eavesdropping admen will do well to 
make note of the topics discussed. 

In addition, there will be the usual 
carnival razzle-dazzle by the tv film 
sellers at the NARTB convention. 

Admen, station executives and visi- 
tors will be able to: 

• Eat a genuine New York hot- 
corned-beef-and-pickle sandwich from 
a huge selection of delicatessen flown 
daily from Lindy's Restaurant to Wash- 
ington by National Telefilm Associates. 
Celery tonic, too. will be provided. 

• Sharpen their teeth with special 
"fang sharpeners" provided by ABC 
I ilm Syndication to visitors about to 
meet toothsome Irish McCalla, the 
statuesque (40-24-36. and 6' tall) star 
of the new Sheena, Queen of the Jun- 
gle film series. 

o Be filmed by a newsreel unit while 
interviewing Congressional notables at 
the CBS TV Film Sales exhibit. Prints 
will then be flown gratis to hometown 
tv stations for screening in local news 
programs. 

• Win (if they're luck) ) a brand-new 
Stetson at the Television Programs of 
America exhibit as part of the daily 

(Please turn to page 60) 
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FIRST-TV-RUN FEATURES, NEW 
ADVENTURE SERIES ARE HIGHLIGHTS 

Feature film packages, like \T\\- "Fabulous Fort\" group, will 
ultimately show up at agencies as choice tv availabilities, draw 
audiences with such stars as \\onne De Carlo in '"Captain's Paradise," 
top. i\ew syndicated shows include many in adventure category, 
such as Official's "Rohin Hood'' series (middle) starring Richard 
Greene, arid \BC TV Film Syndication's "Sheena, (Jueen of the Jungle," 
starring Irish McCalla (below). Man\ syndieators (including 
Official and \BC) plan trade "premieres ' of new shows at convention. 




U. S. STEEL HOUR 



"TV theatre at its best 





The Theatre Guild 
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FOOD SALES IMPACT... 



Where it Counts 
in Western 
New York 



OVER 454,000 COOKBOOKS 
SOLD IN FOOD STORES 

WHAM Radio has proven itself the lowest cost 
medium to sell food and allied food products 
to the rich Western N. Y. market covered com- 
pletely by WHAM and only WHAM. 

When WHAM Radio exclusively sold nearly 
half a million cookbooks, which was double 
the promoters' original estimate, the food in- 
dustry knew they had found a vehicle to carry 
their sales story to Western N. Y. 

WESTERN NEW YORK 

A $415,637,000* FOOD MARKET 

The best recipe for getting your share of the 20 
county market that spent an estimated $415,- 
637,000 for food in 1954* is WHAM Radio. 

Low cost per thousand homes makes it eco- 
nomically sound for any food advertiser to use 
WHAM Radio. 

ROCHESTER THE HEART 
OF A DOUBLE MARKET 

Long recognized as a first-class test-city, Roch- 
ester is the hub of a market that comprises 22 
rich New York counties. The average net effec- 
tive buying income is higher than the national 
or state average. 

* Sales Management Survey of Buying Power, 1954 




MORNING-NOON and NIGHT 
WHAM SELLS WESTERN N. Y. 

In every Western New York village and town 
. ; . and on the farms, too, sales messages for all 
kinds of products and services go out to the 
more than a million and a half people who live, 
work and spend their money here. 



LET 



10 SELL FOR YOU 



WHAM 



HAD 




The STR0MBERG-CARLS0N Station, Rochester, N. Y. Basic NBC * 50,000 watts • clear channel • 1180 kc 

GEORGE P. HOLLINGBERY COMPANY, National R.pr.i.nfaf >v« 
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Raniar 
Ellcry Queen 
Lassie 

Your Star Showcase 
Halls of Ivy 
Captain Gallant 
Edward Small Features 
Science In Action 



at the NARTB Convention 



Television Programs of America, I 




Win Yourself a Brand New Stetson ! 

It's as easy as this: Just drop in at 
Suite B202 and drop your hat check in TPA's "lucky hat.'* 
Three drawings daily! Three Stetson winners daily! 
Free Hats For Everybody ! 

Here's how to use your head: Come up to Suite B202. 
Bring your wife . . . bring your secretary . . . bring your mother-in-law. 
et your free souvenir hats. Everybody comes out a winner. 




lie B202-204 Shoreham Hotel, Washington 

V 



F l_M funttnurtt frttm />«k<* -5' 

• hawing- conducted in the "Hats oil 
In I !' \ ! " j)i oiiidt i(«n>. Olhei hats, tied 
in with I I' \ -how?, will he given free. 
» \\ al< li honor guards from the I .S. 
Mil l ine ( orp- -nap through their paces 
in a .-jlule to General 1 eleradio's doc- 
u men tan ( ncommon I alor tv film se- 
ries. 

• \ 1 1 1 a > > a small mountain of give- 
awav literature — catalogues, presenta- 
tion-. Ilieis. booklet-, folders, pull-outs 

from fdm exhibitors which they can 
earn off to the nearest cjuiet corner 
to peruse. 

Hut underlying all the promotional 
w hoopdedoo will he a keeuh compeli- 
tive -tru<;gle. the latest round in the 
never-ending hattle for supremacy in 
the tv fdm iudust rv . 

"Last season, we had to compete like 
mad with the network-. This season, 
the network competition*.- still there, 
hut now we've got to compete with a 
growing list of the major Hollywood 
studio-.'* a vice president of MCA-TY 
told si'O.NSott. adding. '"W e're going to 
sell in Washington." 

These are highlights of the film am- 
munition that will he on di>play at the 
NARTIJ Convention: 

Tli«« new ftfiu sliote.w This \ear. the 
stress will he on '"adventure" in the 
ne>w syndicated series offerings of 
XARTR exhibitor.*. Main of the new 
shows are in this class, although evorv- 



ihing horn folk music and situation 
comedy to the documentaries will he 
-( reened. 

Here's a roundup of the new shows 
from film firm.-, at sponsor'- press- 
time : 

Ziv: W ith re\enue for its first quar- 
ter of 1955 running 32' < higher than 
the same period last year. Zi\ will roll 
into the XARTB convention in high 
gear. Mthougli at lea?t fixe Ziv shows 
are currcntK in various? stage- of eartv 
production, none is likelv to he picked 
for Ziv showcasing. Reason: At the 
convention. Ziv executives will he con- 
centrating their attention on such re- 
cently launched Ziv film properties as 
Science Fiction Theatre and Eddie Can- 
tor. In addition, properties like Mr. 
District Attorney that are coming up 
for the second season of production 
will also he pushed hard. On display 
with these properties will he a fancy 
barrage of promotional and merchan- 
dising aids available from Zi\ that sta- 
tion- and local advertisers can use 
with Ziv shows. Many of these pro- 
motion kits are brand-new. The Ziv 
film contingent, headed hy President 
John Sinn, will also put much stress 
on the high quality of Ziv production 
and the scope of the new 1.4 million 
dollar Ziv studios in Hollywood. 

Guild: The fii-t prints of two Guild 
properties now in production Cold- 
bergs and Confidential File will he 



screened next week in Washington. If 
the deadline can he met. Guild Presi- 
dent Keub Kaufman hopes to have the 
first tv print- of three more ready — 
lna Ray llutton, I Spy and Brother 
Marl;. I Newest details of the Guild- 
Yitapix tieup later in this article.) 

Screen Cents: Offshoot of Columbia 
Pictures, Screen Gems won't he show- 
ing any "new"" syndicated properties 
although the firm now sells to more 
than 372 stations through its 20 big 
film exchanges. Instead. Screen Gems 
sales executiv es. headed by Y..p's 
Ralph Colin and John Mitchell, will he 
primarily stressing "new" rerun prod- 
ucts, such as //// Star Theater (origi- 
nally Ford Theater). Top Plays (origi- 
nalh Fireside). Rin Tin Tin and oth- 
ers. The "rerun" aspect doesn't bother 
Screen Gems in the least: instead, the 
promotion plans are built around how 
well the -hows are doing at the net- 
work lev el . 

TPA: Executive v.p. Michael M. Sil- 
lerman is keeping the wraps on the 
firm's newest tv film property until the 
last minute. Hut he did lift the wrap- 
ping slightly. ''We'll be showing a new 
t\ fun version of a pubic -ervice pro- 
gram. Science in Action, that ha? 
been winning awards for the past four 
year?." he said. "We feel stations and 
advertiser? will react well to such a 
show. ?ince it builds prestige as well 
I Please turn to page 63 1 



Vilapix: Laiest detail- of (niil(i-\ iianix "network" will lit' revealed NATS: Convention exhibit- of NATS ( t Sen t> between GE. XTA and 
at NAItTH !>y top executive- kenyon Brown, \ itapix [ire-.: Paul -nine 20 tv stations • will recruit new members. L. to r.: Ely Lan- 
O'Brien. trea-.: Keub Kaufman. Guild pre-.: Kd Hall. v.p. dan. NT \ pre-.: Dr. W. It. (1. Baker. GK v.p.: Joe Ju-tman. NATS 
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SPONSOR 




\ NOW 

100,000 

WATTS 

AND 

THE TALLEST TOWER 

IN 

EASTERN OKLAHOMA 

(1330 ft. above average terrain) 



TELEVISION BASIC 





SPRING^ 



TULSA 



ilm can't com QUakm/i 



\ 



represented by 

B LAIR-TV 



NARTB Convention Visitors: 



(Tli is is on advertisement about advertising) 



KCNC i»uv 

ft Amentia 




If you like the station advertising for WMT, KGXC. 
WTBM, WLAC-TV. WTIX. WHB. KOW'H. VVCHS 
(in order of our appearance on their respective 
scenes), perhaps, while you're in town, 
you'd like to visit their agency. 

Object: Matrimony 

The agency believes at least two things about 
station promotion : 

1. It should be readable, even entertaining, if possible. 

2. It should be believable. 



Old Leather Umgs 










\ t .hr,!u 











<3S& 



W«*». WFBM.lv 




•it 



rh«ru * imanimitr in Konsm City 



Henry J. Kaufman & Associates 

Advertising & Public Relations 

1419 H Street Northwest, Washington, D. C. 

Phone District 7-74 0 0. Ask for Henry Kaufman, 
Jeff Abel, Ted Mandelstam, or Harry London. 



We do not handle stations whose territories overlap. We spend 
more time on a station's advertisements than the commission 
allowed by a trade magazine can adequately compensate for. 
Therefore, we charge service fees. We think they are reasonable. 



A GOOD TIM{ IS HAD BY ALL* 



) 
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I FILM continued 

as an audience." TPA also hopes Lo 
have on hand the first prints of at least 
two more shows, including Count of 
Monte Cristo and Black Beauty. 

NT A: Pre-enl )jlans call for screen- 
ing two new half-hour adventure films 
—Police Call and A Vie Adventures of 
China Smith. Each of these is current- 
ly in production, now shooting in a 26- 
episode cycle. NT A is also a major 
supplier of feature film and "library 
plan'" footage. The whole works will 
he tied with the theme thai XT A i> 
"the one spot to make all of your film 
purchases." 

NBC: The NBC Film Division won't 
have a formal exhibit, although it will 
have screening facilities and a "hospi- 
tality" room for its list of t\ film prop- 
erties. Two new syndicated properties 
will be shown at the XAKTB meet— 
Great Gilderslecve and Steve Donovan, 
W estern Marshal. Carl M. Stanton, 
v.p. in charge, will head the division's 
sales contingent. 

Minot TV: A new police adventure 
series. New Orleans Police Department, 
will be screened for conventioneers. 
Recently, Minot TV flew a group of 
editors and executives to New Orleans 
for a preview of the series. 

Hollywood Tv Service: OfTshool of 
another of Hollywood s major studios 
— Republic — HTS hopes lo have prints 
or clips from Dr. Fu Manchu and 
Behind the Scenes for the convention. 
Many conventioneers will be watching 
HTS closely; Republic President Her- 
bert Yates stated recently in New York 
that he was thinking seriously of swing- 
ing Republic's big-time facilities to 
100% tv film production. President 
Earl Collins and v.p. Dick Yates will 
head up the HTS exhibit. 

CBS: Columbia film men will be 
screening a new half-hour documen- 
tary series that combines many of the 
aspects of public service and high ad- 
venture. Just what the title is. CBS 
executives won't say. At least three 
other syndicated half-hour shows 
(mostly reruns of network film pro- 
grams) will also be featured in the 
CBS exhibit, whose big staff will be 
headed by V.p. Les Harris. Heavy 
stress will be placed on the merchan- 
dising support offered, 

ABC: Most of ABC's promotional 
weight will be swung behind three of 
its most recent properties -Sheena, 
Douglas Fairbanks Presents, and Pass- 
port to Danger. Of these. Sheena an 
outdoor adventure series — is the new- 
( Please turn to page 90) 



NAKTU IS FOCUS OF '"NEW SHOW' 1 SALFS 

In $60 million syndication field, N \KTl! conclave i- highlight i>f 
sale- year. Among hviidiejiins Iuinu hing new -how-, top \<> Ihiiumi 
below : ((Duel Tl' \, due lo launch new public service -erie- amid 
giveaway promotions of new hat* admired by Tl'V- Michael filler- 
ni;in, Peter Zanphir, and llaidie Fricbcrg: (Two) (.nild Film-, screening 
fir-l print* of -The Goldberg"; I Three) CIN T\ Film Sab-, who will 
film Million managers, government notables at exhibit for brand-new 
documentary -cries; (Four) Mil.' Film Division, launching -lalion 
sales of situation comedy sine* '"Great Gilder-h-evc." Other s\ ndiealor- 
due lo launch new -h >\\- inebub : IbdKwood Tv Goodman, \lla- 




CONVENTION 
SELLING PLANS 



] Radio program services 



Xcw recorded offerings range from packaged contests to automatic tapes 



New idea-: World exec- Dirk Lawrence, 
-alt -- mgr.; Pierre Wei-, general mgr., 
will reveal huge cuiite-t: Thesaurus 
will feature •-ports show with jimmy 
Power- (center) ; and National Musitiine 
v.p.'- Boh Winston and Jerry Levy- 
will -how super-long-playing 
tape library (picture at bottom) 




jWtadio's transcription service com- 
panies will open a whole new Lag of 
musical and programing tricks at the 
upcoming XARTB Convention. 

• A'eir artists: The two biggest pro- 
graming services — World and RCA 
Thesaurus — will he stressing the addi- 
tion of many top recording ?tars to 
their stable. A few: I'eggy Lee, Sau- 
ler-Finegan Orchestra, Four Freshmen, 
George Shearing at W orld; Xelson Ed- 
dy, Gale Sherwood, June \ T alli, Eddie 
Fisher and Frank Luther at The- 
saurus. 

• AVm promotions: World is using 
the XYHTB convention exhibit to 
showcase a new contest, open to listen- 
ers and station management, which 
will offer thousands of dollars worth 
of prizes. Thesaurus will be stressing 
a new merchandising promotion de- 
signed to operate at the local level. 
"Shop at the Store with the Mike on 
the Door." 

• Xew programs; The syndicated ra- 
dio program field will promote several 
new radio e.t. program properties at 
the convention, including liCA's The 
Grantland Rice Story and Great Oars 
// e Honor (included as part of the 
Thesaurus I . the reeenth launched 
Eddie Cantor Show from Frederic W. 
Ziv. and an updated version of Air 

idventnres oj Jimrnie Allen, which ad- 
men w ill recall from the 1930 s. stream- 
lined for the jet age by Harry S. 
Goodman. 

• Yew ideas: To keep in step with 
the widespread use of music in lodav's 
local radio programing (92' < of radio 
stations air local music shows, accord- 
ing to sponsor's ]9F>5 Buyers' Cuule) . 
transcription service firms have added 
main new gimmicks, ranging from 
siiper-Iong-pkn ing "background music" 
on tapes (National Musitiine Corp.) 
to a new catalogue of "mood * and 
"bridge"' music fSKS AO and "shorty" 
times for musical fillers | Standard). 

Radio program service sales are 
made direclh to stations, seldom if 
ever to agencies and advertisers. Oc- 



casionally, an advertiser will buy a 
f nllv -recorded radio program from a 
transcription producer for multi-mar- 
ket spotting, but the trend has been 
away from this. 

The radio show services — both li- 
braries and complete shows — that will 
be offered at the XARTB meeting next 
week ultimately will play a role in 
shaping spot radio availabilities offered 
local and national admen. 

This is particularly true of the tran- 
scribed musical libraries, which con- 
tain thousands of well-indexed selec- 
tions on big 16-inch vinyl disks. 

"All of the major record companies 
send free copies of their latest records, 
popular and classical, to stations. We 
prov ide a recorded music service too, 
but there the resemblance ends." point- 
ed out RCA Thesaiiru*' A. R. Sam- 
brook. 

"We prov !de extensive merchandis- 
ing and promotion aids, a script ser- 
vice stations can use to build local 
shows, special holiday programing, 
'voice tracks' of our recording stars, 
publicitv backing, special jingles to in- 
troduce station programs like weather 
shows, sound effects, mood music and 
other items." 

Some of the music, supplied to sta- 
tions bv transcription firms winds up 
in platter-spinning d.j. shows. Rut 
much of it is aired as name-value pro- 
grams (The Melaclirino Mnsieale, 
Passport to Daydreams. I'eggy Lee 
Sings, ete.) complete with themes and 
[•month script continuity. These, in 
turn, are backed up by stations with 
local promotion campaigns. 

Cndisputcd leaders in this field are 
the World Library, a division of the 
far-flung Ziv program firm, and The- 
saurus, the library service of giant 
RCA. Roth will have new programing 
and merchandising plans to unveil next 
week at the XARTB convention. 
• World: Highlight of the World ex- 
hibit, according to General Manager 
Pierre Weis. will he a new national 
contest, open to listeners and station 
(Please turn to page 104) 
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AIIC FILM SYNDICATION 
Short-ham, C-200 

ABC will exhibit all their shows and 
present two hush-hush surprises. Irish 
McCalla, star of the new Sheena, Queen 
of the Jungle (6 ft. tall, 40-24-36) will 
be introduced. There will be special 
giveaways for the wives and a partv 
for the press. 

Six representatives will attend: 
George Shupert. president; Don Kear- 
ney, vp in charge of sales; Lee Francis, 
promotion manager: John Burns. Mid- 
west manager; Nat Donato. New York 
salesman; Malcolm Kipp. New York 
salesman. 

ALFORD MANUFACTURING CO. 
Shoreham, Exhibit Space 17 

Alford will show two components of 
tv transmission : the Type 1,04-6 stream- 
lined vhf television broadcast trans- 
mitting antenna and a Teflon Pin-Sup- 
ported eoaxial transmission line. At- 
tending the convention will be Andrew 
Alford, president; David P. Flood, en- 
gineer; Harold H. Leach, engineer. 

AMERICAN RESEARCH RUREAU 
Sheraton-Park, 336, 338, 360 

ARB will make available complete 
information and sample copies cover- 
ing major AHB activities, such as na- 
tional tv audience measurement of the 
entire U.S.; metropolitan area tv rat- 
ing reports for 80 individual markets; 
metropolitan area coverage studies in 
140 markets showing tv penetration, 
tv stations received, frequency of view- 
ing, station preference, and uhf eon- 
version; reports of tv set distribution 
by brand; complete research service 
for special surveys and tabulations. 

Among those attending for ARB will 
be James W. Seiler, president; Roger 
N. Cooper, Western division manager; 
Jack L. Gross, manager of the New 
York office; Lorin S. Myers, manager 
of the advertiser serviee department, 
New York offiee. 

AMPEREX ELECTRONIC CORP. 
Sheraton-Park, R-312, 314 

Amperex will show power and trans- 
mitter tubes, rectifiers for all broad- 
casting purposes at its exhibit. It will 
show Amperex Tubes at the Standard 
Electronics Corp. booth. Sam Norris, 
president of the company, and Arnold 
Peterson, salesman, will attend the con- 
vention. 

AMPEX CORP. 
Shoreham, E-202, 204 

Ampex will exhibit its automatic 

programing system, model 350 console 



tape recorder, portable lightweight 
professional tape recorder and portable 
amplifier-speaker system. Represent- 
ing the firm at (he convention will be 
Mussel J. Tinkham, manager of audio 
sales; Robert Miner, field sales man- 
ager, audio division; William Cara, 
manager of professional products, au- 
dio division; Forrest J. Heard, assis- 
tant advertising manager. 

ASSOCIATED PRESS 
Sheraton-Park, Madison Suite 

The AP will demonstrate its AP 
Photofax (facsimile), which gives on- 
the-spot reception for news pictures 
from the Wirepholo network. The fol- 
lowing 12 AP men will attend the con- 
vention: Oliver Gramling. assistant 
general manager; Justin Anderson, ex- 
ecutive rep; Thomas E. Cunningham, 
executive rep; Keith Fuller, executive 
rep: Bob Lee. executive rep; Mark 
Knight, executive rep; Al Stine, exec- 
utive rep; Gerald Swisher, executive 
rep; Jack Weldon, executive rep; Paul 
Breining. field rep; Jerry Gill, field 
rep; Frank Stearns, field rep. 

ATLAS TELEVISION CORP. 
Shoreham, F-200 

Atlas will have three film properties 
available for screening: Captain Z-Ko, 
a combination science-fiction and his- 
tory children's tv film series which be- 
gan telecast in January, will be shown 
continuously; Hollywood to Broadway, 
an interview series starring John Conte 
and famous Broadway and movie per- 
sonalities; Family Theatre. 

Attending: Dr. Henry Brown. presi- 
dent; Robert B. Brown, vice president; 
Peter Rodgers, Midwestern sales; Jack- 
son Dube. Eastern sales: Maryellen 
Anderson, sales promotion and sales: 
Jean Downing, film editor. 

HELL SYSTEM 

Shorchatn. Exhihit Spare 1 I ; 
Rooms E-I07, E-600, 601 

Bell will show some of the latest 

equipment it has developed for the 

radio-tv industry. The exhibits will be 

shown by the Long Lines Department 



of American lelephone and Telegraph 
Co. mid the Chcsapeak" and Potomac 
Dfephnne Co. They "II e\cn !ia\t* a 
pick-up truck, full) equipped to estab- 
lish facilities for remote t\. rnzlit there 
on the floor. 

The Chesapeake and Potomac Tele- 
phone Co. will lie represented by James 
E. Martin and James L. Phillips. Long 
Lines personnel will include: C. M. 
Blair. S. I). Dinwoodie. C. W. Flovd. 
E. C. Laird Jr., E. McCaffrey, R. \V. 
Miller. J. K. Bae and M. G. Wallace. 

BLAW-K.NOV CO. 
Shoreham, G-I01 

Blaw-Knox will show photographs 
and sample sections of the towers it 
manufacture- as well as exhibits. 

There to explain the exhibit will be 
(he following people: A. II. Jackson, 
director of engineering; R. A. Tro- 
nian. manager tower sales; W. S. 
Roscoe, sales engineer: R. M. Kuhn, 
sales engineer: John Cummings. sales 
engineer: Paul F. Volhner. advertis- 
ing manager. 

BONDED TV FILM SERVICE 
Shoreham, F-107 

Bonded will show a visualization of 
three types of film service it supplies 
to the television indu-try: advertising 
agency film syndication serviee: tele- 
shippers for the tv stations; station 
editorial service. These five men will 
represent Bonded at the convention: 
C. M. Boss, president; Emanuel Kan- 
del, executive v.p. ; Don McClure. gen- 
et al sales manager; Allan Rhone and 
Martin Ross, 

BROADCAST MUSIC INC. 
Sheraton Park, 657-661 

BM1 will exhibit a rare collection of 
Presidential mementos as a tribute to 
each of the 33 American Presidents. 
A display of autographs and letters 
will also be on exhihit. along with earlv 
\mericaii songs that have been eloseh 
associated with Presidents. 

Representing B.M1 al (lie Conven- 
tion: Carl Ilaverlin, president: Glenn 
Dolherg: v.p. charge station relations: 
S\dne\ M. kaye. chairman of the 
board, also v.p. and gen. counsel: 
Robert Jay Burton. \.p. in < harge of 
publisher and writer relations: Charles 
A. Wall. v.p. charge finance; Box liar- 
low, v.p. charge of station sen ice: Ken 
Spartion. BM1 field rep: Ru»ell San- 
jek. director of projects; ll\ Rciter. 
promotion director; M. 11. Shapiio. 
public relation- 1 . 

( Please turn to page 69 • 



16 MAY 1955 



65 



WHY IS S 



MORNING 



LISTENING \ 

A \ i 




/7 




SO MUCH 



HIGHER 



THIS YEAR? 



It's become a vocational habit to explain trends in radio by trends in television. 

But television doesn't explain an exciting development in morning radio — 
a sets-in-use increase of 7 per cent over last year. With TA million 
additional television sets, why should radio listening be higher ? 

The answer, we think, is not in television but in radio. It's especially in 

the local appeal of Mutual Broadcasting — with its 10 per cent listening gain, 

the biggest of any network. And it's clear and audible in Mutual's 

Queen for a Day — whose audience today is one third greater than in 1953. 

Queen for a Day — now hailed on its Tenth Jubilee— is a top-of-the-morning 
show for listeners and sponsors alike. It's a refreshing lift for 2Vi million 
prospects — cooking, cleaning, shopping, and listening housewives. 
It's at 1 1:30 to 12 noon (with three-fourths of the day's shopping still to 
be done) and five times a week. It offers powerful, low-cost frequency 
in a market two-thirds unsold by television. Its new sponsor will join 
Old Gold, now on the show for a fourth successful year. 

We'd like to tell you more about morning listening on the Plus 
network, and give you all the vital statistics of Queen for a Day. 

MUTUAL BROAD CASTING SYSTEM 



Sources: Nielsen Radio Index (Full network, '55 o\ 



!6e Sw? B0X SC0RE 

BMI presents a four month accounting of the 
outstanding current song hits in the BMI reper- 
toire as determined by two of the music trade 
barometers. 



The 'HIT PARADE" 
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h THAT'S ALL 1 WANT FROM YOU (Weiss & Barry) 












7 


7 


6 

3^ 


6 
4 

~~1 


7 

2j 
4 

i 


7 
5 


7 
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OPEN UP YOUR HEART (Hamblen) 
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BALLAD OF DAVY CROCKETT (Wonderland) 
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DANCE WITH ME, HENRY (Modern) 
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The "HONOR ROLL OF HITS 
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NO MORE (Maple Leaf) 
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EARTH ANGEL (Dootsie Williams) 
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DANCE WITH ME, HENRY (Modern) 
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The numbers in the above tabulation indicate the week-to-week positions 
of BMI-licensed song hits among the seven on the "Hit Parade" and the top 
ten selections of the Billboard "Honor Roll of Hits." 

These songs have achieved success because the writers, composers, 
publishers and performers have pleased the public taste. BMI salutes their 
joint achievements. 
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BROADCAST MUSIC, INC. !&W!S8 

NEW YORK • CHICAGO • HOLLYWOOD • TORONTO • MONTREAL 



CATERPILLAR TRACTOR CO. 
Shoreham, Exhibit Space 30 

This exhibit w ill contain a 1)311} en- 
closed electric set, an automatic start- 
stop display, and matt) pictures of the 
firms engines in radio and tv installa- 
tions. Five special representatives will 
attend the convention: R, V. Bradle). 
K. G. Burdick, S. Eisner. A. Sehtnudde, 
J. Iloak. 

CBS RADIO NETWORK 
Sheraton Park, II 600, 602, 604 

CBS Radio executive* at the conven- 
tion will he Arthur Hull Hayes, presi- 
dent; J. Kelly Smith, administrative 
v.p.; John Karol, v. p., sales; Lester 
Gottlieb, v.p.. programs; William A. 
Schudt, Jr., v.p., station relations; Eric 
Salline, manager, network sales service; 
Dudlev Henrv, manager, sales service. 
Pacific Coast; Alurry Salberg, man- 
ager program promotion; Sherril Tav- 
lor. co-director, advertising and sales 
promotion. 

Representatives for CBS Radio 
Owned and Operated stations: Wen- 
dell B. Campbell, v.p.. station adminis- 
tration: Carl Ward, gen. manager, 
WCBS, New York; E. II. Sbomo, gen. 
manager. WBBM, Chicago; William D. 
Shaw, gen. manager. K\\. Los An- 
geles; Harvey Struthers, gen. manager, 
WEE I. Boston: Eugene Wilkev. gen. 
manager. KMOX. St. Louis; Jules 
Dnndes. gen. manager. KCBS, San 
Francisco. 

CBS TELEVISION FILM SALES 
Shoreham, A-200-207: Sheraton-Park, 
E-212, 214 

CBS Film will exhibit all their pres- 
ent programs as well as introduce sev- 
eral new properties. Gene \utrv, Gail 
Davis, Dick Jones will be on hand. A 
CBS color television set will be given 
away as a door prize. Newsreels will 
be shot of \ isitors inlet v iewitig Con 
gressional members and prints flown 
home gratis to be shown in local news 
programs. 

Attending for CBS Film: Leslie Har- 
ris, v.p. and general manager; Fred J. 
Mahlstedl. director of operations and 
production; Wilbur S. Ed wards, gen- 
eral sales manager: Walter Scanlon. 
?ales promotion manager; Howard 
Kany. manager of News Film; Jack 
Bush, manager of News Film produc- 
tion. 

CBS TELEVISION NETWORK 
Sheraton I'ark Annex. 11-400. 02. Ot 

Representing CBS TV will be: J. L. 

Van Volkenburg. president; Herbert V. 

Akerberg. v.p.. station relations: Merle 



is. Jones. \.p.. CBS 1\ stations and 
general services; William llvlan, \.p., 
network sale>: Leslie Allans, v.p.. gen- 
eral manager, WBBM-T\. Chicago: 
Richard Salant. v.p.. general executiv e, 
CBS. Inc.: Edward P. Shurick, na- 
tional director, station relations: Bob 
Wood, assistant national director, sta- 
tion relations; Edward Scos ill. central 
manager, station relations; Robert 
Jamieson. sales service manager, net- 
work sales; Craig Lawrence, director 
station administration ; Sam Digges. 
gen. manager. WCHS-TV, New York: 
Edmund C. Bunker, gen. manager, 
W\L\, Milwaukee; James T. Aubrey, 
jr., gen. manager, KXXT, Los An- 
geles: Clark George, gen. manager, 
CBS TV Spot Sales. 

CENTURY LIGHTING 
Shoreham, Exhibit Space 21 

Century will show a complete line of 
studio lighting and lighting control 
equipment. 

Five men will attend the convention: 
Edward F. Koak. president; Charles 
Shealin. Dick M unlock, Rallo Wil- 
liams. Frank Jacobs. 

CHERYL TV CORP. 
Shoreham, F-202 

Cheryl will provide literature about 
20 post-war features including A Walk 
in the Sun, 52 Wrestling jrotn Canada 
filmed hours available I June, and 52 
Melodroine dramatic hours edited to 
54 minutes. The latter were originally 
silent high-budget pictures produced at 
Paramount with music elTects and 
voice track added. 

Si Lipson. president of the firm, 
and John A. Ettlinger. its national 
sales manager, will both attend the 
Com ention. 

COLLINS RADIO CO. 
Shoreham. Exhibit Spare 31 

Collins is planning to exhibit its 
Tv pe 21E M Broadcast Transmitter. 
20Y-2 one-killowatt Broadcast Trans- 
mitter with remote control svstem. 
212A-1 Studio Console, 21B-2 Studio 
Console. 212Y-I Remote Amplifier, 
212U-1 Remote Amplifier. 12Z-2 Four 
Channel Remote Vmplifier. and miscel- 
laneous items of rack-mounted speech 
equipment. The new item to be shown 
will be the firm's TV-Microwave Relav 
equipment. 



Seventeen Lollm* representatives 
will attend. 

COMMUNICATIONS PROD L CIS DIVI- 
SION, ALLEN 15. DU MONT LABS 
Shoreham, Exhibit Space 9; Suite C-600 

DuMont will introduce complete 
color programing equipment facilities. 
It will also present a complete line of 
color terminal equipment and test 
equipment for handling incoming color 
signals from network, film or other 
pickup sources. The DuMont 25 kw. 
or 50 kw. tv transmitter will also be 
shown, as well as the transmitter con- 
trol console, the new DuMont high- 
quality color monitors, color stabiliz- 
ing amplifier, color masking equip- 
ment, color switching and mixing 
equipment, the new nine-channel color 
switch unit, and video control equip- 
ment for both monochrome and color 
tv equipment. 

The following people will attend 
from the Communication Products Di- 
vision: R. E. Messier; G. S. Gregory, 
F. S. Newman, D. Christie. II. McCrae, 
II. Mate, D. Quinlan. These men from 
the Tv Transmitter Department will 
also attend: J. B. Tharpe. K. F. Peter- 
son, C. E. Spicer, H. Bloomberg, L. C. 
Radford. Jr., R. J. Mvers. B. J. Klind- 
worth, F. A. O'Connell. G. Winston, L. 
Keys, J. P. Gallagher, E. G. Granmian, 
J. Shearer. G. W agner. F Bonvouloir, 
F. C. Grace. H. Del Mnro. N. Ritter, 
R. Bollen, L. Litchfield, J. Sims, D. 
Stewart. These four men will be there 
from the Research Division: R. Cava- 
nagh, R. Tingle}', J. Haines, R. Deich- 
ert, and also, representing the Interna- 
tional Division, J. Morrisev . 

CONRAC 
Shoreham, F-208 

Conrac will show its utility video 
monitors and tuners for "off the air" 
monitoring of video and audio. Four 
men will represent the company at the 
convention: W. J. Moreland. presi- 
dent; J. G. Jones, chief engineer: R. 
\I. Alston, sales engineer; W. B. Good- 
man, credit manager 

DACE TELEVISION DIVISION. 

Tl lOMPSON PRODUCTS 
Shoreham, Exhibit Space 3: Sheraton- 
Park, E-406. 108 

I he Dage telev ision exhibit will fea- 
ture the v idieon color camera w ith 
special emphasi> on a convertible mon- 
ochrome to color svslem which per- 
mits the teleeastcr to protect his in- 
votmenl in monochrome. The Dage 
color for film programing consists of 
a three-v idieon -vstein. The firm will 
also show a complete low-power tv 
station, to *how that telecastcrs pan 
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i unpleleh (.quip a U Nation for les? 
l! an > 52.000. 

thirteen Dage men will attend the 
nun eution : Jim Lalie). general nian- 
aLer: Neff Cox. Jr.. direct sales man- 
am r: J. W . \Iiusk\, chief engineer: 
l.(<n_( II. l atliauer, chief develop- 
ment engineer: II. E. Crow. ])roject 
engineer: II. Garba. design engineer: 
(Iiaik* \lnie\ . sales engineer: Harold 
KinnV. s\*lems engineer: Clill Schmidt, 
engineer: Mori Zimmerman, district 
-ales manager: \\\nne Stewart, dis- 
trut >ale- manager: John Mullen, dis- 
trict -ales manager: Joseph Farnum. 
district sales manager. 

DRESSER-IDECO CO. 
Shon-ham. E-102, 104 

])re>ser will plan its exhibit around 
tv and radio antenna towers. To en- 
tertain \isitors. a former Disney car- 
toonist will sketch tlieir caricatures. 

These men will represent Dresser: 
J. M. Hogan. general sales manager: 
J. 1!. Ha\den, industrial sales man- 
ager: C. W. lies, tower sales represen- 
tative: S. E. Wilson, contract adminis- 
tiator: C. 1). B\rd, sales promotion 
manager: K. II. Brust. manager of 
California Dhrsion; John F. McYey, 
sales engineer of California Division. 

FLAMINGO FILMS 
Shorobam, F-207 

Flamingo film personalities will ap- 
pear at the exhibit. Convention repre- 
sentatives will lie Sy Weintraub. David 
Wolper, Ray Hamilton. Ken Row-swell. 
Charles McGregor. Ira Gottlieb, Dill 
McDonald, Julian Ludwig. Ken Israel. 

ELECTRO-VOICE 
Shordtani, F-212 

Electro will exhibit new micro- 
phones for broadcasting and telecast- 
ing, as well as new monitor speakers. 
Howard Souther, manager, and Louis 
Burroughs, chief engineer, will repre- 
sent the firm. 

1)1 MONT TV NETWORK 
Sheraton Park, 7.>7-761 

DuMonl representatives at the t on- 
\eiition will include Ted Bergmann. 
managing director: John II. Hachcni. 
general manager; James L. Cadigan. 
director of programing and produc- 
tion; Undue) I), Chipp. director of 
engineering: Holier! L. Coc, director 
(delation relations: Edwin D. Koehler, 
manager, station rclaiions department: 
Hubert S. Woo If. manager, telelran- 
m ription department: Leslie C. \ries. 
J]., gen. manager. W'lTC: Mal-idm 
M Unrlewni. thief engineer, WTTG. 



GVTKs KAIMO CO. 
Slioreliain. Exhibit Space 3d 

Gates will show a complete new line 

of am broadcast transmitters, from 250 

watts to 5,000 watts. Class IV local 

2.50 watt -tations will be particularly 

interested in a brand new BC-250L 250 

watt transmitter so designed that it can 

at am time be increased to 1,000 

watts. 

Gates will also show a brand new 
.5 kw. transmitter, BC-5E. which does 
not have any external components. 
Still another new model to he exhibited 
is transmitter model BC-lJ, which is a 
1000/5000 watt unit designed with 
high fidelitx performance, small in size 
and simple to operate. There'll also 
he a series of other new models of 
radio and television station equipment, 
including a brand new remote control 
system with 19 metering functions and 
'12 control functions, two new audio 
products, including a two-channel light- 
weight remote amplifier. 

Nine Gates executives will attend: 
P. S. Gates, president; L. J. Cervone, 
general sales manager: \. L. Joehem. 
director of engineering; 0. J. McRey- 
nolds. Washington district manager: 
W . W. Warren. Washington sales en- 
gineer: J. M. H aerie. New York dis- 
trict manager: E. J. Wilder. New York 
sales engineer; Richard Spruill. Atlan- 
ta sales engineer; J. H. Eickmeyer, 
Quruc\ sales department. 

GENERAL COMMUNICATIONS. 

BROADCAST DIVISION 
Shorcham, Exhibit Space 37 

There will be 11 components to this 
firm's exhibit: minimum manpower tv 
studio lav nuts showing automatic ami 
maintenance free equipment: master 
power supply system for tv stations; 
individual regulated power supplies; 
\ ideo and audio preselect program 
switching; color camera switching s\s- 
tems; stabilized amplifiers for video 
and pulse distribution: dial-operated 
tv studio program monitoring svstem: 
regulated relav power supplies: pre-set 
light control panels for t\ studio light- 
ing; master program and ntilih moni- 
tors; audio control consoles for tv 
monitors. 

These are the six men who'll repre- 
sent the firm at the convention: Earl 
1). Peterson, president and director of 



engineering; Bill Lenox Dunbar, 
broadcast equipment; Leslie G. Pum- 
loy. sales engineer; 1). A. Puerner. 
engineering: John C. Ilein. engineer- 
ing; Charles Coleman. Jr., design en- 
gineer. 

GENERAL ELECTRIC 
Shorehani, Exhibit Space 2; Sheraton- 
Park, A-603. 606, 61 I 

GE will be exhibiting their 12 KW 
high power uhf transmitter; 2-camera 
portable camera chain; "one-man op- 
eration," which includes transmitter 
control and monitoring equipment, au- 
ral and visual switching equipment, vi- 
dicon film chanel, slide projectors, syn- 
chrolite 16 mm film projector; a com- 
plete line of switching systems includ- 
ing relay plug-in audio console. 

Among those attending for GE will 
be W. J. Morlock, general manager, 
technical products department. From 
the broadcast equipment section: P. L. 
Chamberlain, general manager; F. P. 
Barnes, manager of marketing; A. F. 
Wild, manager of sales; H. H. Jordan, 
manager of advertising and sales pro- 
motion: C. J. Simon, manager prod- 
uct planning; C. W. Michaels, man- 
ager of marketing and administration. 
W. G. Broughton. W. K. Chapin, J. W. 
L Cody. J, M. Comer, Jr.. J. M. Doug- 
las, II. W. Cranberry, C. T. Haist, M. 
M. Haertig, R. E. Lauterbach, G. F. 
Oberrender, Jr., J. 11. Painter. John 
Wall. F. R. Walker, Glenn Webster. L. 
K. Larkin will represent International 
GE and there will also be representa- 
tives from Canadian GE. 

GENERAL PRECISION LABORATORY 
Shorcham, Exhibit Space 1, Room F-204 

General Precision Labs is exhibiting 
its new 3-Vidicon Color Film Chain, 
along with the new cost-cutting idea, 
making use of two cameras: one with 
the GPL Watson Vari-Foeal Lens with 
zoom and focus run from the control 
room, and the second camera mounted 
on a complete remote control pedestal 
providing remote control of pan and 
tilt, lens change, focus and iris plus a 
memory of six pre-set positions 
switched by push button to correct 
aim, lens, iris and focus. 

Seventeen General Precision Labs 
reps will attend: Dr. R. L. Carman, 
Blair Fouhls. Dr. F. \. Gillette. \. M. 
Marshall. E. 11. Lombardi. J. W. Bel- 
cher. M. J. Volpe, W. E. Smyth, E. A. 
Hnngerford. Jr.. R. II. Johnston. E. J. 
Manzo. H. K. lhinsicker. A. F. Brun- 
dage. C. Q. I lei rick, L. L. Pourciau, 
\. C. llaemer, Tom Gnllette. 
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Advertisement 



/3 of newspaper "Ad Noting" less than 2.5% 
92% radio listening higher than that! 



I*nlse cheeks radio and newspaper Iiahits 

in Sail Lake City from interview* 

wtfli 500 families eheekinp' paj£e hy pa^'e 



Nobody questions the th^WfitiftttifS of 
newspaper advertising to blanket (oca! mar- 
kets and sell — with low noting ratings, too, 
except for local advertisers Mich as depart- 
ment stores and big food and drug outlets. 

In Salt Lake City, taking only the home 
comity for both newspapers and radio 
rather than comparing the enormous com- 
bined circulation of radio covering the en- 
lire area of broadcast — I'tilsc's study oj 
newspaper advertising was administered in 
exactly the same way programming on the 
air is measured. Stations KALI.. KUYL, 
KXAK, KSL, and K l T TA spousoied the 
project. 

Net result? Two-thirds of the newspaper 
"ratings" were under 2.5, whereas 92' r of 
the quarter-hour ratings for each of the 
"tations was greater than 2.5. 

Pulse interviewers went to the homes of 
500 families — submitted for checking the 
heavily trafficked Thursday night food edi- 
tion of the '"Deseret News,'' and the equally 
Important Friday morning "Tribune." 
Homes were revisited ij necessary, so that 
fjll members oj the jamily joined in the in- 
le.rview. Ij only one person noted an adver- 
tisement it was credited with having been 
seen. Every precaution ivas taken to be 
fair and objective. 

96.8^< of all homes read one or both 
papers. Maximum rating was accorded 
only pages, or spreads, or dominant space 
hy department stores, whose messages in 
essence are news about merchandise. 

In the two big issues, only 15.6% oj all 
advertisements scored percentages better 
than 9.9. Every advertisement jor the in- 
iTviewing dates oj February 10 and 11 was 
Pulse-rated. 

PULSE, Inc., 15 West 46th St., 
New York 36 



[NURViEWS 




Ymong the findings of interest to adver- 
tisers generally is the fact that large space 
often pa^es unnoticed. A -pecial Sears- 
Hoebuck supplement of 12 pages reached 
but little more than one out of five families. 
A nationally famous food product adver- 
tiser using tuo-columu reminder blocks in 
multiple insertions was a signal flop, with 
less than \' / c noting. Color did not enhance 
scoring. 



\\ hat is the most significant thing in this 
le-l? 

// newspapers and their advertisers can 
point out the long record oj sales successes 
in spite of fractional noting of a reminder 
message, certainly radio proponents need 
not defensively and timidly report their au- 
diences, more than large enough to move 
millions and billions oj dollars worth oj 
merchandise. 



Attimduiij jVAHTB Convuntiun? 

Please see me at the Sheraton Park, 
Suite 29J, for details of this survey 
and other Pulse activities 



Pul>c methods are s 0 accurate, results so reliable, that we can measure 
even the lowest-rated piogramming or advertising. 

Findings are accurate and representative because Pulse reports the whole 
sample — -does not have to edit, reject, or struggle with the handicap of only 
50 to 7C)Tf returns, as in diaries. Does not have to adjust for some 10T 
tape spoilage, plus another l()-20 r T rejection of sub-standard diaries. 

Pulse ratings are computed directly from the basic jacts exactly as col- 
lected! And householder reaction is natural, because there is no artificial 
prompting bv signal, phone, or the compulsion of reporting for pay or 
prize! 

\o ''adjustment'' — no "quality control'' is needed jor Pulse data. Sub- 
scribers know thai Pulse has the best and bv far the largest samples in the 
radio and television hidiistrv. 1,250.000 homes interviewed la>t year- 
more in '55. 




Director 



"Largest sample outside U.S. Census, the service with the most subscribers" 

1,250,000 FAMILIES INTERVIEWED IN '54— for '55 still more 



il\RR\ «■ GOODMAN PRODI CTION> 
s-horcham. D-211, 213 

( Miuditi in Production* will show, for 
tli<- first time. A Word from the Stars, 
;i merchandising contest incorporating 
film tli]>* from top Hollywood movies 
will] local. Ii\c emcee. Another first 
showing will be Cyclone Malone, 65 
iju.li tcr-hour iilms for children and 
tti n-ugers. The firm also intends to 
lun olT commercials it has made for 
larioU" advertisers, and j)lans a "hush 
hush" "iseawav that "will have the 
whole coment ion talking." 

lour men will represent the firm: 
Harry S. Goodman, general manager; 
Everett F. Goodman, sales manager; 
Stuart M. \\ ilson, production suj)er- 
vi*or; Monty Bailey-Watson, European 
representative. 

CRAY RESEARCH & DEVELOPMENT 
Shoreham. F-lll 

Gray will demonstrate remote con- 
trol, the Gray Telojj 111, Automatic 
0]>aque Projector, together with 3B 
Telojector. The firm will also display 
transcription arms and equalizers. 

Xewland E. Smith, v. p., and Chester 
B. Hayes, general sales manager, will 
attend. 

GKA1HAK ELECTRIC CO. 
Shoreham, Exhibit Spares 19, 20; 
Rooms F-100, 102, 10 1 

Graybar will show EM Multiplexing 
Equijnnent and tape programing serv- 
ices for owners of fm stations and oj>- 
erators of functional music distribu- 
tion systems under sj>ccial communica- 
tion authorizations. J. W. LaMarcjue, 
general communications sales manager, 
G. I. Jomes, manager of electronics 
sales, and various district managers 
and electronics salesmen will attend 
the convention. 

Gt'I LI) FILMS CO. 

Shurehum, D-200, 202, 800, 802 

Guild will have the following new- 
shows available for screening: Confi- 
dential File, The Gohlbcrgs, / Spy, 
llrollier Mark, The hut Ray I lull on 
Show. The firm will also show such 
current programs as Liherace, The Flo- 
rida, /.aback Shoie, Frankie Laine, It's 
Fun to lietlure. Life, with Elizabeth, 
Joe Fttlooka, Loonev Tunes, Vitapix 
Westerns, and Wrestling. 

Guild will give a surjnisc souvenir 
f.'ifl to all who sf-rcen the firm s new 
Confidential File. 

These men will attend the conven- 
tion: Keith Kaufman, president; l)a\id 
lavage, assistant to the president; 
Monroe Mciidckolm. director of sales 



promotion; Manny Reiner, \ .p. in 
charge of feature sales; Joe Smith, v. p. 
in charge of syndicated sales; Karl 
Gericke. assistant sales manager; Ar- 
thur Gros>, client service director; 
Curt Kaufman, assistant client service 
director. 

THE HARWALD CO. 
Short-ham, C-201 

Harwald will show four different 
products and distribute literature ex- 
plaining these j)roducts: Insjject-0- 
Fihn Editor Model K, for handling tv 
films; Insjiect-O-Eilm Model H, which 
automatically cleans and insj>ects 16 
mm. movie film; Protect-O-Film No. 
100, a non-flammable film conditioner 
which both cleans and jirotects 16 mm. 
and 35 inm. motion picture film or film 
strips; Protect-0-Eilm No. 200. 

Robert Grunwald, president, and 
John E. Remke, sales manager, will 
represent the company. 

HOLLYWOOD TELEVISION SERVICE 
Shoreham, C-204, A-500, 502 

Hollywood will provide advertising 
brochures and display boards listing 
approximately 450 features. Westerns 
and adventure shows currently offered 
to tv; also display boards showing the 
firm's "Emmy" Award winner. Stories 
of the Century. There will also be an- 
nouncements about The Adventures of 
Fu Manchu and Behind the Scenes. 

Representing the firm will be Earl 
Collins, j>resident; Richard G. Yates, 
v.p. ; Jake Flax*, sales rep; Sam Tabor, 
sales rep. 

C. E. HOOPER 
Sheraton-Park, 356, 358, 360 

This research company will provide 
literature about its services. Attend- 
ing the convention will he James I„ 
Knijie. |>residcnt; Fred 11. Kenkel, v.p.; 
and Frank G. Stisser, Jr., v.p. 

HOrSTON FEARLESS CORP. 
Shoreham, Exhibit Sparc 22 

Houston will exhibit the new im- 
proved Cinemobile Crab Dolly; the 
new IM)-7 Pedestal; the new Labinas- 
ter j)botograj)hic jnoce.ssing machine: 
Cradle Heads for RCA. GE and l)u 
Mont tv cameras 'Hie firm will also 
provide literature about its products 
and a sjiccial free convention souvenir. 



These five men will represent the 
firm at the convention: A. J. Kjont- 
vedt, sales engineer; K. B. Elliott, v.p.; 
J. L. Jiruska, eastern regional sales 
manager; R T. Smith, sales engineer; 
J. B. Olsson. sales engineer. 

IILCHEY & PHILLIPS 
Shoreham, E-105 

Hughey will demonstrate a remote 
lamj) failure indicator system, show 
tower lights, controls and accessories 
for tv. am, fin and microwave towers. 

These five men will rejiresent the 
company at the convention: J. H. Gan- 
zenhuber. v.p. and general manager; 
and sales reps M. J. Cudahy, H. J. 
Geist, W. E. Hotz. IE E. Lang. 

INTERNATIONAL NEWS SERVICE TV 

DEPARTMENT 
Shoreham, F-209 

INS will show 7 Telenews daily news- 
film, Telenews This Week in Sports, 
news digest, as well as the INS Fac- 
simile, demonstrating sound transmis- 
sion with photos. Four men will repre- 
sent INS: Robert H. Reid. manager of 
the tv dej>artment ; John M. Cooper, 
radio-tv news director; Fred Method, 
sales; Hugo Seiler, sales. 

KAY LABORATORIES 

Shoreham, Exhibit Space 12, Sheraton- 

Park, A ll 1-1 15 

Kay Lab will exhibit a studio vidi- 
con camera chain complete w ith a five- 
inch electronic view r finder. The firm 
will also show a vidicon film pickuj> 
chain with slide and film projectors 
and multiplexer. Also, Kay Lab will 
preview a new remote vidicon camera 
chain housed in suitcase tyj>e packages 
to be portable, and a comj)letely new 
RETMA sync generator using extreme- 
ly stable phantastron counters. 

These men will rcj)resent Kay Lab at 
the convention: Richard T. Silberman. 
president and general manager; Rich- 
ard 11. Applin. factory manager; John 
P. Day, chief television engineer; Jo- 
seph S. Szewzuk. engineer; Frederick 
L. Ilorman. field rep; Robert E. Pat- 
ton, field rej>: Martin F. Whitconib. 
field re j). 

KEYSTONE BROADCASTING SYSTEM 
Sheraton-Park, A-7II-7I5 

KSB will show coverage inajis, ad- 
vertising display and special 1954 con- 
sumer's tabulation. Four KBS execu- 
tives will attend: Noel Rhys, v.p.: Ed- 
win R. Peterson, v.p.; Blanche Stein, 
director of station relations; Charles 
Hammarstroin. a A;. 

{Please turn to page 75) 
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It will pay you to take a closer look at Keystone 



To sell more — you have to Tell more to more 
people! It's as simple as that. Lots of good busi- 
nessmen have forgotten something very funda- 
mental about advertising media. We'd like to 
re-discover the principle for them right here and 
now. 

"Look for that advertising medium which 
reaches the largest number of able-to-buy cus- 
tomers per dollar expended. Then check a little 
further and see what pluses you can buy with that 
same advertising and selling dollar." 



If you will apply that measurement to key- 
stone's 814 HOMETOWN AND RURAL RADIO STATIONS 

— looking at their overwhelming coverage of this 
great market of 60 million good customers you'll 
know that this "closer look" will pay large divi- 
dends. 

The story of keystone's market and its plus 

MERCHANDISING is told, not by KEYSTONE but by 

contented advertisers whose names you know and 
respect. We'd like to show you this special re- 
port . . . now! Send for our new station list. 



f WRITE, WIRE OR PHONE 



A N 0 RATES 



C H I CAG 0 

111 West Washington St. 
STate 2-6303 

LOS ANGELES 

3142 Wilshire Blvd. 
DUnkirk 3-2910 



NEW YORK 

580 Fifth Avenue 
PLaza 7-1460 

SAN FRANC 

57 Post Street 
SUtter 1-7440 



l^-" TAKE YOUR CHOICE 

A hondful of stotions or the network . . . 
o minute or o full hour . . . it's up to 
you, your needs. 

MORE FOR YOUR DOLLAR 

No premium cost for individualized pro- 
gramming. Network coveroge for less 
thon "spot" cost for some stotions. 

ONE DRDER DOES THE JDB 

All bookkeeping ond detoils ore done 
by KEYSTONE, yet the best time ond 
ploce ore chosen for you. 
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J'i.DwithGUILD 




check these current GUILD 



UB^RACE SHOW 
FLOJ&AN ZABACH SHOW 
FRANCE IAINE SHOW 
LIFE ViTH ELIZABETH 
JOE PMOOKA 
CONdKD NAGEl THEATRE 



Hits: 

• IT'S FUN TO REDUCE 3 

• LOONEY-TUNES 

• MPTV FEATURE FILMS 

• JOHNNY MACK BROWN 

WESTERNS 

• WRESTLING FROM 

HOLLYWOOD 



GUILD 



FILMS 

COMPANY, INC. 



460 PARK AVENUE • NEW YORK 22, NX - MUrray Hill 8-5365 
IN CANADA: S.W. CALDWELL, Ltd., TORONTO 



KLJEGL BROTHERS 
Slioreham, Exhibit Space I t 

Kliegl Kill show tv studio lighting 
mid suikli ;md dimmer control equip- 
ment featuring the new 3 2 lens Fres- 
nel. the new 750 Fre-nel. new slide 
and effects projector, new 3 kw. klieg- 
light. Herbert More, tv sales rep. and 
Herbert A. Kliegl. \ .p., will attend. 

LANG-WORTII FEATFRE PROGRAMS 
Shortham. F-100 

LangA^ orth will stre-s the role of its 
Commercial Spot Service in building 
local radio business. 

Representatives at Convention: C. O. 
Langlois. Sr.. president: John D. Lang- 
lnis. secretary and sales manager: 
Winnie 0 Keefe. v. p.: Hugh Allen. Ed 
Gardiner. Bob Hall. Spence Caldwell. 

LANGLOIS FILMCSIC 
Slioreham. E-100 

Langlois will exhibit television pic- 
tures for which it supplied the musical 
seore, and will also demons rate tv 
music librarv on disk for station use. 
C. 0. Langlois Jr., president, and T. 
A. Roseen, sales manager, will attend. 

M.fcA ALEXANDER PRODICTIONS 
Slioreham, E-205 

M&A will exhibit its film properties 
including features, Westerns. 

Arthur Alexander. Max Alexander. 
Larry Stern and Ben El rod, will he at 
the convention for M&A. 

MACIILETT LA ltORATQK I ES 
Shoreham, Exhibit Space 20 

Machlett will show a complete line 
of transmitting tubes from am, fm and 
tv service. They will feature particu- 
larly a new line of coaxial terminal 
I nodes for high and medium pow er 
broadcast and communication applica- 
tions. R. Nelson, G. W hitney and E. 
Gilbert, all Machlett sales engineers, 
and H. J. Hoffman, v.p.. will represent 
the firm at the convention. 

MGA-TV 

Shonham, 15-200 

A '"mysterious" plan, "Operation A 
to W" is the theme for MCA's exhibit. 
I For clues, see story, page 92.) 

Those attending the conferences for 
MCA: David. Sutton, Wynn Nathan. 
Lou Friedland. Frank Mincolla, Aaron 
Beckwilli, Robert Greenherg, John 
Rohrs, Tom McManns, Jr., Raymond 
Wild, Noel Ri.baloff, Dale Sheets, 
Charles rJorwn, George Faust, Lee 
Savin. 



.MI NOT TV 

A new police dd\enlure series, \eit 
Orleans Police Department will be 
screened at the convention. 

Minot representatives at the confer- 
ence will he Charles M. Anion, presi- 
dent: E. C. Donegoan. v.p. ; Leo Brody, 
salesman. 

MIS1COLOR 
Slioreham, G-202 

Musicolor will exhibit some of the 
apparatus the firm made while waiting 
for color tv. The big news. however, 
will be the demonstration of Colorobot. 
which the firm will present to stations 
so that they can ha\e something to sell 
to sponsors before and after they are 
on (he color network. The firm will 
also exhibit Colorama. studio rear pro- 
jection, and "Look-It!'", "now you can 
see music." 

Representatives at the convention 
will be: John Burroughs, tv promotion 
consultant: Otto Fried, consulting en- 
gineer: Helen Spencer. A.I.D.; Edwin 
S. Pierce, l.A.T.S.E; Maurice Wetzel, 
lighting consultant 

MITIAL BROADCASTING SYSTEM 
Sheralon-Park, A-200 

MBS will be represented at the con- 
vention by Thomas F. O'Neil, presi- 
dent; John B. Poor, executive v.p.: 
J. Glen Tavlor, v.p, policv: Earl M. 
Johnson, v.p.. station relations: Robert 
A. Schmid. v.p.. advertising, research, 
public relations: James Wallen. v.p.. 
finance: Robert Carpenter, director of 
station relations: Charles King, station 
relations, Eastern region; Thomas 
Duggan, station relations. W estern re- 
gion; Francis X. Zuzulo. director of 
public relations: Robert Elliott, direc- 
tor of advertising. 

Ml'ZAK CORP. 
Shermon-Park, R-tl MI.> 

Muzak Corp. will maintain a hospi- 
tality suite to discuss the opportunities 
a Muzak functional background music 
franchise provides for stations. Inter- 
views will be by appointment. Charles 
C. Cowley, executive v.p.. and Ed 
Hochhauser, Jr., v.p. and director of 
merchandising, will attend. 



N \TIONAL At I I I.I \ tl 1» 1 l.LLN l>ION 

STATION,** 
Short luoM. F-20I 

V\T*? will provide literature to ex- 
| lain it- all-* lninuel service, in con- 
junction with General Electric, \tlend- 
ing will be Joseph Justmau. chairman 
of the board; Bermaii Swartlz, trea- 
surer: Richard Doherlv, director of 
management sen ices: Glenn Lord, 
General Electric X \TS administrator. 

NATIONAL BROADCASTING GO. 
Sliernlon-Park. D-200, 203. 20 t 

NBC representatives include S\K es- 
ter L. Werner, Jr.. Robert \\ . SarnolT. 
( Iuirle- Denny . 1 latnilton Shea. Thomas 
Mcl'adden. John Reber. Charles Col- 
ic ge. Hank Shephard. Raymond Guy. 
Richard Close. Jule- 1 lei bin eaux. 
Carleton D. Smith. Joseph Goodfellow. 
James Kovaeh. John Rogers. Station 
relations personnel attending conven- 
tion are: Harry Bannister. Robert 

\arou, 1 laiuish Mcintosh. William 
Kelley , Joseph Bu [-halter. Paul Hancock. 
Paul Ritteiihouse. Raymond O'Con- 
nell. Donald Mercer. Ogden knapp. 

Man Cointney. Sheldon llickox. 

NBC FILM DIVISION 
Slioreham, D-212. 21 t; E-208 

XBC v\ill have two new properties 
at the exhibit for screening: Steve 
Donovan, Western Marshal: The Great 
Gildersleeve. 

Eight XBC Film executives will at- 
tend: Carl M. Stanton, v.p. in charge 
of the Film Division: Edgar C. Sisson. 
director of the Film Division: 11. 
Weller Keever, national sales man- 
ager; Leonard C. \\ arager, Eastern 
sales manager; Daniel M. Curtis. Cen- 
tral sales manager; Clifford E. Ogden. 
Western sales manager: J. 11. Smolin. 
advertising and promotion manager: 
Frederick Jacobi. publicity manager. 

NATIONAL .MIS I TIME CORP, 
Shorehain. E-100 

National Musitiine will exhibit some 
of its automatic tape station equip- 
ment, play its preprogramed tape li- 
brary music for FM stations. 

I hese three men will represent the 
firm at the convention: Jerome K. 
Lew. v.p. : Robert W iuston. v.p. ; Gor- 
don Mvers. program director. 

NATIONAL TELEFILM VSSOfl VTF.S 
Slioreham. F-20.L 20."> 

NT \ will -how some of the "Fabu- 
lous Foitv.' a package of theatrical 
features starring -m il name- as \lec 
Cuiuess, Jame- Mason. Stewart Gran- 
ts /'/erc.se turn to prcge 78) 
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'S TV 




• STIRRING TV DRAMA! 

• DARING PHOTOGRAPHY! 

• AUTHENTIC STAGING! 

. . . EVERYTHING to 
make this the most talked 
about show on Television! 



HOWARD DUFF 



ELIEN DREW WAITER KINGSFORD 



NEW SHOW! 



D ,ST.HOO.SHeD. 




1 




USE IT'S FICTION! 





If 



DRAMATIC HALF-HOURS! 



ofll/M^ THAT ONLY 

A BIG, NEW IDEA 

I COULD PRODUCE! 
• OLYMPIA BEER 22 West Coast Markets 
• PICTSWEET 13 Markets 
« BROMO-SELTZER 17 Markets 
• WHITE KING SOAP 5 Markets 
* GERITOL 5 Markets 
« GENESEE BEER 3 Markets 
• BANKS FIRST NATIONAL of Miami • FIRST 
NATIONAL of Atlanta • NATIONAL BANK of Tulsa 
• AMERICAN NATIONAL BANK & TRUST CO. of 
Chattanooga • SECURITY FED. SAVINGS & LOAN 
Columbia,, S. Carolina. 
• UTILITIES ARIZONA PUBLIC SERVICE In 
Phoenix, Yuma • NEW ENGLAND GAS & ELECTRIC 
In Boston • CENTRAL MAINE POWER CO. in Portland 
• NATURAL GAS COMPANIES In Pittsburgh • 
PROVIDENCE GAS CO. & BLACKSTONE VALLEY GAS 
& ELECTRIC in Providence • MANUFACTURERS LIGHT 
& HEAT CO. Wheeling, W. Virginia 
• FOODS TOBIN PACKING CO. in Utica, 
Rochester, Buffalo • MARMAT PACKING in Charlotte 
• ACME SUPERMARKETS in Syracuse • PEVELY 
DAIRY In St. Louis • ASSOCIATED GROCERS in Billings 
• STRIETMANN BISCUIT in Huntington, W. Va. • 
KOTARIDES BAKING in Norfolk • HATHWAY BAKER- 
IES in Providence • WOODHAVEN DAIRY in Mobile, 
Alabama • TEXAS COFFEE CO. Beaumont, Texas 
• GASOLINE WISCONSIN OIL CO. in Mil- 
waukee • CONTINENTAL OIL CO. In Dallas • BELL 
OIL CO. Ada, Oklahoma • PHILLIPS PETROLEUM 
in Greensboro, N. Carolina 
• AUTOS FORD 5 Western Markets • PLY- 
MOUTH 2 Big Gty Markets • PONTIAC 1 Market 
AND MANY MORE 
vim ZIV-TV CONVENTION EXHIBIT MAY 22-26 
KM. A 209, SHOREHAM HOTEL, WASHINGTON, D.C. 




Every story is based on scien- 
tific facts dramatically dem- 
onstrated by your host .... 

TRUMAN BRADLEY 



AILABLE in Spanish, French, German and Italian 




ziv 
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em Olivier, ami including 
.1- 1 he Man Between. Tale* 
' t!u ( (ijilairi's Paradise. 
\ \ will aKo announce the availa- 
.>t two new syndicated shows. 
' ( all and The Sew Adventures 
(/una Smith Marring Dan Durvea. 
N-uti Nl \ executive* will attend 
(lit* count lion: Fly A. Landau, presi- 
dent: Oliver \. Inger. executive v.p.: 
Harold Goldman, v.p. in charge of 
- lie-: Martin Robert;-, director of pro- 
motion and sales service: Edythe Rein, 
„^i-tant to the president: F. Johnv 
(.rail. Midvv e.-lei n sales manager; Ed- 
ward Gray. Western sales manager. 

NE.MS-CLARkE 
Mum-hum. Exhibit Space .> 

Nems-CIarke will show the following 
equipment at the exhibit: phase moni- 
tors, field si l ength meters, tv rebroad- 
( ast receivers, v ideo jack strips, video 
patch cords. 

The following men will represent 
Nems-CIarke: K. B. Redding, adminis- 
trative aj-istant: R. F. Grimm, chief 
development engineer: A. S. Clarke, 
piesident; J. Gilbert, engineer; K. I*. 
May . sales engineer. 

a. c. Nielsen co. 

Nicralon-Pnrk, 690, 692 

Nielsen will feature details of the 
Nielsen Nation Index local area radio 
and Iv audience measurement reports, 
t urrenth available for eight markets. 
Company will have data available on 
stations in Philadelphia. Boston. San 
Francisco, I.os Angeles. Chicago. New 
ork, Cleveland and Detroit. 

Five Nielsen executives will attend 
the convention: John K. Churchill. 
\.p.: F. I'. II. James, v.p.; William R. 
Wvall. v.|i.: Mum Harris, public re- 
bilious director; David A. Tray lor. 
ice execnliv e. 

OITK.I VE I I I.MS 
S-Weham, G-20.5. 2()."> 

Official will exhibit the following 
properties: Dateline Europe, The Star 
and the Story, Overseas .id venture. 
My Hen). Secret File, I .S.A., Col. 
Mairli of Scotland ) aid. This Is ) our 
Music, Tt'iiv anil the Pirates. 

Official will have a delegation of 10 
al tin' convention: llerb JafTe. v.p. in 
< barge of sales: Herman Rn-h. v.p. 
ami director of \\ e.«tcrn Division: 
Flank O'Drtscoll. Eastern sales ma*]- 
nger: Jack (»airi->on. Midwestern sales 
manage] : |av \V illiams. manager of 
station sale-; John Newman, director 
of advertising and promotion: Ait 



Breeeher, Jerry Lee. Jeff Davis anil 
Dave Abbott. 

PHELPS DODGE COPPER PRODUCTS 
Shoreliam, F-l I 3 

Phelps Dodge will show its Styrollex 
and Spirafil coaxial cables. Three men 
irom the firm will attend the conven- 
tion; V. Clunet, district manager; 
F. W. Eemlv. manager of high fre- 
quency cables; J. 15. Lynch sales 
engineer. 

PIIILCO CORPORATION 
Shoreham, Exhibit Space 27 

Pbileo s Government and Industrial 
Division will display Iv film equipment 
for monochrome and color, color tv 
lest equipment, and tv microwave for 
color S-T-F and remote pickup. 

\ttending the convention will be 
J. I). McLean, vice president; A. 
llagertv, Industrial sales manager; 
F. F. Bartlett. supervisor broadcast 
sales; J. B. DeWolf. supervisor com- 
munication sales: J. R. McKenna. in- 
dustrial product manager; K. C. 
Moritz. regional manager; W. F. Tail, 
assistant industrial sales manager; 
M. A. Williams, regional manager: 
J. F. Dawson, regional sales manager; 

F. J. Boss, regional sales engineer: 

G. F. \shbv, regional sales engineer; 
R. A. MaeDonald. regional sales engi- 
neer; J. J. Johnston, regional sales 
engineer; L, Kendall, regional sales 
engineer; C. M. Volklai id. regional 
sales engineer: S. II. Wright, regional 
sales engineer: M. F. Gaskill, advertis- 
ing & sales promotion manager; J. \\ . 
Mintzer. advertising department. 

PI LSE. INC. 
Slieralon-Piirk, 291. 293 

PuFe will be represented by Sydnev 
Roslow. director and Irma Roslow. as- 
sistant serv ice director. 

R\DIO AD\ EUTLSINC HUREAl 

I ! A I i will give a new slide presenta- 
tion and conduct a session on Wednes- 
day afternoon al 2:00 p.m. in which 
local and national spot and network 
advertisers will explain whv ami how 
ihev use radio. 

Representing' R \B at the convention 
will be Kevin P>. Sweeney, president 
md J. Norman Nelson. 



HCA ENGINEERING PRODUCTS DIV. 
Shoreham, Exhibit Spaces 24, 23 ; 
Rooms F-214, 216; Slieratoii-Park, 
C-100, 411 

Among those attending will be 
W. W. W atts. executive v,n. ; T. A. 
Smith, v.p. and general manager; J. 
P. Taylor, advertising, sales promotion 
manager; A. R. Hopkins, manager, 
broadcast marketing department: E. 
C. Tracy, sales manager, broadcast 
marketing department: I). Pratt, man- 
ager, broadcast field sales; W. B. 
\ arnum, manager, broadcast equip- 
ment sales; P. A. Creemnev er. man- 
ager, broadcast advertising and sales 
promotion; W. H. Lovvther. manager, 
credit department; K. T. Griffith, man- 
ager, customer relations : M. A. Trainei . 
manager, broadcast studio equipment 1 
H. Duszak, manager, broadcast trans- 
mitter Equipment: iN. McNaughten. 
manager, market planning: J, K. Hill, 
broadcast field sales. Northern Region. 

RCA THESAURUS 
Sliorehani, G-100, 101 

RCA Thesaurus will present several 
recorded shows for display including 
''The Grantland Rice Storv ." '"Frank 
Luther's Fun Show.'* "Do-it-yourself," 
"Great Days We Honor." A new local 
merchandising, timeselling plan. "Stop 
at the Store with the Mike on the 
Door." Over-all theme w ill be "Stake 
^ our Claim in the Thesaurus Platinum 
Mine " to celebrate Thesaurus' twen- 
tieth anniversary. 

Thesaurus will take pictures of visi- 
tors. Prints will be specially mounted 
and handed out in one minute. In ad- 
dition, seven big prizes will be given 
away including an RCA room air con- 
ditioner, hi-fi phonograph and clock 
radio. 

Attending for Thesaurus will be 
Frank J. O'Donnell, advertising and 
promotion manager: Donald Axt. man- 
ager, commercial research: William F. 
Reillv. central sales manager; William 
C. Gartland. Western sales manager; 
George Field, Northeastern sales man- 
ager; Wallace Cochran. Southeastern 
sales representative: Gils llagenah. 
central Northeastern sales representa- 
tive; Robert Fender. South western 
sales representative. 

RAYTHEON MANUFACTURING CO. 
Short-ham, Exhibit Sp;ic<» 31 

Raytheon will display the KTIG 
1000- V color microwave tv relay svs- 
tern; the KT1M0O-B. a cheaper model; 
the AGL-3 euelink, and narrow-hand 
fm communications link; a color moni- 
tor; a rack mounted audio channel 
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TMA-75; ami an automatic slandbv 
relay switch f d r unattended site:-. 

Attending the convention for Ha\ - 
ihcon will be Daniel J. Webster, mar- 
keting manager: Albert E. Keleher. 
communications production manager: 
Richard G. McLaughlin, assistant com- 
munications production manager; Ed- 
ward Alpert, assistant communications 
production manager; George A. Hinck- 
ley, field application engineer; Wilber 
V r . Small, exhibits manager: William 
J. Monroe, district manager; Harold 
I.. Herndon, district manager: Entile 
J. Rome, distric t manager. 

SARKES TARZIAN INC. 
Shoreham, Exhibit Space 33 

Sarkes Tarzian Inc. Broadcast 
Equipment Division will display their 
new automatic slide projector which 
has a capacity of 100 slides: a new 
16 mm. film projector, 3-2 pull-down 
long light application. 

Attending for Sarkes Tarzian Inc. 
will he Sarkes Tarzian, president: Bia- 
gio Presti. sales manager: Mort Weigel. 
general manager: Slim Fuller, chief 
engineer; Gene Keith, engineer; John 
Guthrie, engineer; Herschel Stanfield, 
engineer; Gus Abott, engineer; Chuck 
Tudor, purchasing agent: Ted Rhodes, 
production supervisor. 

SC1IAFER CUSTOM ENGINEERING 
Shoreham, G-201, 202 

The Schafer Custom Engineers will 

display remote control systems and fm 

multiplex modulators and receivers and 

iv ill anounce successful operation of 

low cost fm multiplex operation. 

SCKEEN GEMS, INC. 
Shnrcham, D-219, 221 

Screen Gems Inc. will show film 
dips, promotion material and mer- 
chandising products for all of their 
network and syndication programs. 
These syndication shows include "Big 
Playback," "Jet Jackson," "All-Star 
Theater," "Top Plays of 1955." Also, 
in production is "Jungle Jim," with 
Johnny Weismuller. 

Representing Screen Gems Inc. at 
the convention will he Henry Gillespie, 
Southeastern sales manager; John Mit- 
chell, vice president in charge of sales: 
Henry S, White, director of advertis- 
ing; Frank Young, director of press 
information, 

SESAC INC. 
Shoreham, D-208. 210 

Sesac will exhibit their transcribed 

library's catalog of bridges, moods 

and themes which contains over 8.500 



individual listings in more than I. -1(1(1 
categories. The catalog is designed 
for usage by both radio and tv broad- 
casters. 

Representing Sesac at the conven- 
tion will he Alice J. Heineeke: Evarard 
S. Prager, assistant to the president; 
Robert Stone, director of program ser- 
vice; Jim Mvers. director of station 
relations; Max Lemer. legal depart- 
ment; Louis E. Tappe. station rela- 
tions; Sid Cuber, station relations: 
David R. Hilsten, Western romisel ; 
Harold Fitzgerald, field representative: 
M. K. Vickrey, field representative ; 
Glenn Bamsev. field representative. 

SPONSOR 

Shoreham, F-603, 603 

SPONSOR will be represented at the 
convention by Norman B. Glenn, editor 
and president; Bernard I'latt. v. p. and 
general manager; Jacob A. Evans, 
v.p. : Miles David, editorial director: 
Elaine C. Glenn, secretary -treasure; 
Arnold A. Alpert, Midwest manager; 
Charles L. Nash, assistant to the adver- 
tising director. 

STANDARD ELECTRONICS COUP. 
Shoreham, Exhibit Spare 33 ; Room* 
F-I0I, 103, 105 

Standard Electronics will display 
their new model Tl 1-614-2 tv trans- 
mitter as well as a line of Amperex 
tubes featuring the AX9905B. which 
is used in the transmitter. 

Representing Standard at the con- 
vention will be William H. Zillger. vice 
president; Harry R. Smith manager, 
tv engineering; William 11. Rappolt, 
manager, customers service; Stanley E. 
Chaikind, manager, marketing; Harry 
Craig, engineer, tv division. 

STANDARD RADIO TRANSCRIPTION 
SERVICES, INC. 
Shoreham. E-103 

Standard Radio Transcription Ser- 
vices, Inc. will exhibit the following : 
()wn-v our-own musical transcription 
libraries. Standard "Shortv -Tune-." 
Super Sound Effects, and their Mood 
Music Library. 

Attending the convention for Stan- 
dard Radio Transcription Sen ices. Inc. 
are Milton M. Blink, president; Wal- 
lace E. Stone, vice president. 



hTMU.I V. TELIA lsl(>\ CO. 
Shorcliam, C-2()t 

Sterling will exhibit promotional di — 
plavs and literature on their film prop- 
erties. 

Attending the contention for Ster- 
ling will be Saul J. Tiirell, president ; 
Bernice Cue. sale- manager: Ted 
Psrch. salesman: Elliott \hranis; Mr. 
and Mrs. Lee Orgel. 

TLLECIIRO.ME SACKS CORP. 
Shoreham, Exhibit Spnce 32 

Teleehrome will demonstrate it- 
complete line of color tv equipment and 
packages for -tations: equipment for 
converting to network color, locsil 
color programing. FCC color signal 
generation, station and field color test 
instruments, as well as measuring 
equipment. 

Highlight of the Teleehrome exhibit 
will be the new 3-Vidicoii Color Film 
(main which multiplexes three light 
sources 16 mm.. 35 mm. or slide. 

Three men will represent Tele- 
chrome: II. (marie- Riker, president 
and sales manager: J. Ravmond I'op- 
kin-Chirman. director of engineering: 
John A. Rado. chief engineer. 

TKLEPRO.MPTER CORP. 

Shoreham. Exhibit p.:cc 23; Room- 

D-213. 217 

TelePrompTer will show its cueing 
equipment, rear-.-orern equipment, au- 
tomation and several new TelePromp- 
Ter developments and accessories, 
TelePrompTer also expec ts to make 
two new announcements involving 
equipment innovations*. 

The following seven people will rep- 
resent Telel'rompTer at the conven- 
tion: Herbert W. Holder, v.p. in charge 
of sales: James Blair, assi-tant national 
sales manager; Selma W ickcrs. direc- 
tor of sales service: Ravmond Hagen. 
Chicago repre-entative; Irving B. 
Kahn. chairman: Hubert J. Schallev. 
v .p. of engineering; Rndv \ lasak. c hief 
technician. Hollvwood: Joe Kovalehik. 
chief technician. Chicago. 

TELEV l>l().N HI REM OP 

\i>\ ehtisinc 

Shoreham. A-300. 302 

TvB will be represented at the con- 
vention bv Oliver "I rev /.. president: 
Norman E. Ca-li. -talion relation- <li- 
rcelor: Ravmond E. Nelson, national 
-pot -ales director: Dr. Leon Vroiw. 
research director; Gordon I lellernmim. 
sales development director: Ri hard \. 
Moore, co-chairman of the hoard 
( I'fcfi.w turn to pflgf ol i 
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if hat admen should 




These activities affect advertiser*, agencies 



j4re llie mvriad activities of the NARTB of any concern lo the advertiser? 

Though few admen realize il. the answer is yes. While most NARTB func- 
lion> affect stations and networks primarily, they have an indirect effect on 
advertisers insofar as am thing that lias to do with the efficiency of a station 
a(Te< ts the price and effectiveness of advertising. 

In addition, some NARTB activities directly impinge on advertising. To 



Government Relations. Ralph W. 
Hardy, vice president: The government 
relations activities of the broadcasting 
industry, always — in theory at least 
a two-way street, have become literally 
so during the past months. The rising 
crescendo of calls within the govern- 
ment for regulating legislation, which 
spurted upward with the advent of 
nationwide television, has continued 
on apace. At the same time, economic 
forces within the industry itself have 
generated direct calls on Congress and 
the administrative agencies for investi- 
gations, hearings and some specific 
control devices. 

Government relations phases of 
NARTB's work are coordinated by a 
small and compact department. In 
actual operations, every member of the 
NARTB staff and broadcasters all over 
the country are frequently called upon 
as "government relations experts.'' 




KAI.l'II W. UAIillt 

vice jiPSHlrnt. 
Government delations 



ruvn n. mtowv 

"ice preAtdfnt, Television 



JOHN F. MEAU1IEH 

rice prexident , h'ndio 



director, 



Kit IIRO!NSO>i 

Television Code Affairs 



KUTHAKO AIJLERTOM 
manager, Research Departm 



what extent the\ do i- hrought out at right in a summary of NARTB activities 
by its department heads. Here arc sonic highlights of the summary which should 
be of interest to sponsors and agencies. 

NARTB's close connections to the W ashington scene, for example, bring it 
fact; to face with federal attempts to regulate the content of air advertising and 
to control the time which can be devoted to air advertising, with the current 
investigations of networks, nlif, the ''advertising industrv," air programing and 
juvenile delinquency. Most concerned with these problems is the Government 
Relations Department under Vice President Ralph W. Hardy, who points out 
that I ho NARTB "has been on the front line, of defense against arbitrary and 
discriminator) advertising restrictions." 

The NAR'l B has been fighting outside restrictions on advertising in another 
way the \oluntary wav via the Television ("ode and the Standards of Prac- 
tice for Badio Broadcaster*. Roth set up criteria for programing and commer- 
cials which, if thev cannot be legallv enforced, still operate as a deterrent. 

I he \sM><iatioii s Publicity and Informational Services go he\ ond press 
releases ;ukI publications to members and the press. This group promotes pnb- 
li< attitudes in favoi of advertising. 



One of the "icat needs of tv adveiti 



a continuum circulation sludv 



licing worked on through the Research Department. This department has also 
conducted a survev, of beer and v\ine advertising and prepared a report on the 
subject for the House Commerce Committee. 



Kaeh need arising in the government 
calls for a specialized treatment in 
response. 

In specific ways. NARTB has been 
active on legislative problems covering 
almost every aspect of broadcasting, 
and, in addition, advertising matters 
as well. Pressure is still fell in Wash- 
ington on the content of advertising, 
and the relative merits of govern- 
mental regulation vs. voluntary self- 
regulation. In general, there is wide- 
spread support for the industrv s 
Standards of Practice for Radio 
Broadcasters and for the Television 
Code. It is clear from critical com- 
ments made both in and out of hear- 
ings that many legislators would like 
to see much more rapid action and 
more precise "policing ' methods to 
secure more universal adherance to the 
provisions of the Standards and Code. 



CO 



SPONSOR 



Those who would regulate advertis- 
ing of special types of products and 
services have not subsided in their 
pressure on government. NARTli has 
been on the front line of the defense 
against arbitrary and discriminatory 
advertising restrictions. It is generally 
agreed that the recent nationwide sur- 
vey on the advertising of alcoholic 
beverages on radiu and television has 
resulted in a very positive reaction on 
the "Hill." 

The whole distributive function of 
American enterprise lias been charted 
in direct testimony and cross examina- 
tion of broadcasting industry witnesses 
who appear before government bodies. 
This heavily underscores the need for 
continuing campaigns to educate both 
government and public. 

NARTB's primary efforts are direct- 
ed toward maintaining our American 



amendments to federal labor laws; iBl 
investigations on the effect of mass 
media on juvenile delinquency; (9) 
revisions of the election laws with par- 
ticular reference to the allowable ex- 
penditures for use of radio and tele- 
vision; (10) legislation affecting the 
right of radio and television to enjoy 
free reporting access to public pro- 
ceedings along with other media; (11) 
in\ estigations into "fal>e, misleading 
or fraudulent advertising" on radio 
and television. 

Publicity and Information, Joseph 
Sitrick, manager: The readers of spon- 
sor are well aware of the importance 
of keeping abreast of developments in 
radio and television. At the same time, 
they know how difficult it is to keep on 
top of today's fast-moving and com- 
plex activities. 

This is one of the principal reasons 



ance of the medium. For instance, 
there have been a number of ( rilicisnis 
voiced recent! v al out tv W esterns and 
their effect on children. In an effort 
to get. the fact.*, we made a stud\ of 
the situation, including a trip to t tie 
West Coast to talk fir>t-hand with the 
producers, writers and star*- of the*e 
programs. We found, among other 
things, that Western folklore is a \ ital 
part of our cultural heritage, that the 
distinction between good and bad and 
right over wrong is a positive influ- 
ence for good on youngsters and that 
the off-stage activities, of \\ estem 
stars provide good examples for chil- 
dren in such matters a- health, religion 
and safety. 

Another instance is the matter of 
juvenile delinquency, where we have 
worked with police departments and 
educators in attempting to seek out the 
causes of juvenile delinquency and to 




VINCE WASILEWSKI CHARLES TOWER A. PKOSE WALKER WILLIAM TREYXlR JOSEPH SITRICK 

chief attorney, manager. Employer-Employee manager, Engineering manager. Station manager, Publicity and 

Legal Department Relations Department Department Relations Department Informational Service 



system of broadcasting. Confining 
government regulation to proper areas 
and proportions and securing maxi- 
mum freedom with responsibility for 
the private ownership and operation 
of radio and television stations call 
for eternal vigilance. 

A topical listing of the kinds of leg- 
islative items currently active reveals 
the scope of Congressional interest. 
Here is a sample group: (1) regulat- 
ing by law the amount of program time 
to be devoted to advertising; (2) 
changing the provision of the Commu- 
nications Act with respect to political 
broadcasting; (3) barring alcoholic 
beverage advertising from radio and 
television — and other media; (4) 
standard time provisions for all Amer- 
ica; (5) investigations pertaining to 
uhf, vhf and network status; (6) re- 
vision of federal copyright laws; (7) 



l\ARTB has a Department of Publicity 
and Informational Services: to keep 
the industry, the public and the gov- 
ernment fully informed of the Associa- 
tion s activities on behalf of American 
radio and television. 

We are working with the television 
Information Committee and the vice 
president for television on a number 
of projects to promote public accept- 



C. K. ARMil. 
JR.. XA II Th 
secretary-trea- 
surer (left) 



determine what radio and television 
can do to help prevent it. 

Our findings in these matters are 
passed along to the industry, the pub- 
lic and a special list of opinion lead- 
ers, including government officials, col- 
lege presidents, school superintendents, 
civic and professional men and women 
and many others. 

(Please turn to page 9b) 



linWAltl) M. 
ISKl.I.. assis- 
tant to the 
president 
{at right) 
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Principal assignment 



o ne of the first responsibilities of a 
major television station is to lend a hand 
in community affairs wherever help is 
needed. Like this . . . 

The New York City Board of Education 
had 720 teachers who were seeking a small 
number of appointments as public-school 
principals. Normally, it would have taken 
about. 40 class visits and some $12,000 to 
select those hcst qualified. But this time 
WCBS-TV lent a hand. 

Two grade-school classrooms were 
transported lock, stock and blackboard 
to a WCBS-TV studio. Teachers and pupils 
went through their paces as usual, except 
that tliis time television cameras were 
looking in. Blocks away, all 720 candidates 
observed the closed circuit broadcast . . . 
wrote their reports. And the Board of 
Education was able to accomplish in a few 
hours what used to take months. 

This extra-curricular assignment is a 
good example of the sort of activity which 
has brought these new honors to WCBS-TV 
in recent weeks : 

ohio state awards. First award for Camera Three; 
Special award for On the Carousel. 
Alfred i. du pont award. Special award for public 
service programming. 

variety showmanagement award. Plaque award 
for Education with Showmanship. 

WCBS-TV's leadership in public service 
only matches its leadership in other schools- 
Fifteen million viewers consistently vote 
WCBS-TV the "most popular" among all 
New York television stations. Which is why 
the smartest advertisers rate us "most 
likely to succeed" at selling their products. 




WCBS-TV New York 



EXHIBITORS 

( Dtittntit'tl Irani fage 79 1 

111 |,\ 1-ION PHOGK \M> OF 
\MI KIC\ 

Sior.-Iiam. B-202. 204 

I I' \ plan- Id show their latest prop- 
ntie-. among I hem Black Beaut), 
( on.nl at Monte Crista. \ "lints off 
t<> IPX Winners" promotion will give- 
awav new Stetsons in daily drawings. 

\rr'<oij> tho-e attending: Micline! 
v illerm.in. executive \.p. : Km I Blum- 
herg. ii-sistant v. p.; Bruce Pells. West 
(oast Division v. p.: Vincent Melzao. 
\\ i-hington acoiint executive. 

TOW Kli CONSTRl CTION CO. 
^Iiiin-hniii. Exhibit Space 7 

lower will show a microwave tower 

model, radio and tv tower models, and 

pa— he reflectors. Three men will 

represent the firm at the convention: 

I 'rank Little Jr.. sales manager: M. 

M. Lasensk\. owner; \. C. Tilton. 

I M l'\ TKI.EUSION COUP. 
'"hort-Iiam, E-107 

I nit) will show sales and promo- 
tional material of I'niU Catalogue fea- 
tures and other t\pes of motion pic- 
tures. The firm will he represented hy 
the following six men: Bill \ oung, 
\ i< Bikel. Len Firestone. Noah Jaeohs. 
\rche \. Ma\ers. Jerr\ XXeisfehlt. 

\ IT MM \ COUP. 
Shernlun-Park. IM00 

Vitapix activities are covered else- 
where in this issue (see film story 
-tarting on page 50 I . 

\ itapix convention representatives 
will he Edward E. Hall. v.p. and general 
manager; Edward J, DeGrav, director 
of station relations; Jane \nn McGel- 
I rick. se< rrtarv . 

world hkoadcastinc system 

Mi.ir.li.nii, 15-201, 2().'{ 

World, which services over 1.000 
radio station--, has a "Let s look at the 
future" theme for the Convention. 
World feel- radio stations need a new 
-Omnlam to excite holh listeners and 
spon-or-, Worlds exhihil will present 
now plan- for the future of local radio 
designed to open "new monev -making 
opportunities" Imt storv page 61-1. 

World will he representetl hv Boheit 
W. I liedhcim. v.p.: Pierre \\ eis. gen- 
eral manager; Dick Lawrence, sales 
manager; Jim Weathers. Western divi- 
sion mana-er, ken Jo-rph, Bohert 
Monlgomoi v . Greg Ih-e-er and llerh 
(,ro->. 



FREDERIC W. Zl\ CO. 
Sliorehtim. A-208 

These are among the radio programs 
Ziv representative!* will he selling at the 
(Convention: The Eddie Cantor Show; 
I f/'flvS a Communist for the FBI (star- 
ring Dana Xndrewst; Freedom USA 
• starring Tv rone Power I ; The Mystery 
Strip I Boston Blackie and Bhilo 
lance): Mr. District Attorney (star- 
ring David Brian). 

"Representatives at the Convention: 
Xlvin L nger. v.p. in charge of sales: 
\V. B. Philley , sales promotion director. 

ZIV TELEVISION PROGRAMS 
Shore-ham, A-209 

Ziv will point to its record in pro- 



duction and syndication of film pro- 
grams sold in over 100 markets. 
Among its ''over- 100"* show? are: 
Cisco Kid, over 125 markets; Favorite 
Story, over 100 markets: / Fed 3 Fives, 
over 110 markets: 1/r. District At- 
torney, over 100 markets: Corliss 
Archer, over 125 markets; The Eddie 
Cantor Comedy Theatre, "seen in more 
markets across the country than any 
other television show": Science Fiction 
Theatre, over 100 markets. A new- 
show joining the other Ziv properties 
is Highway Patrol, starring Broderick 
Crawford. 

Representatives at the Convention: 
M. J. Rifikin, v.p. in charge of sales: 
Al Coustin, Eastern division manager. 



WHERE REPS ARE LOCATED AT THE CONVENTION 



AVERY-KNODEL 

Sheraton Park, 489 

JOHN BLAIK & COMPANY 
and BLAIR -TV 

Sheraton Park, C 200 

ROLLING COMPANY 

Sheraton Park. 557-501 

BR AN II A3 1 COMPANY 

Sheraton Park. A 211 

CBS RADIO SPOT SALES 

Sheraton Park. 11 000, 602, 
004 

CBS TV SPOT SALES 

Sheraton Park. II 600. 602, 
604 

HENRY I. CIIRISTAL COM- 
PAN"*! 

Sheraton Park. 656, 658. 660 

FORJOE 

W oodmere 

FREE & PETERS 

Mayflower 

11 vrrim;to\. rigiiter & 

PVRSONS 

Sheraton Park. B 500 



IIEADLEY.REED 

Sheraton Park, E 400, 403, 
404 

GEORGE P. IIOLLINGBERY 

Sheraton Park. C 100 

KATZ 

Mayflower 

MEEKER TV 

Sheraton Park, A 500 

NBC SPOT SALES 

Sheraton Park, 1) 200, 203, 
201 

JOIIN E. PEARSON 

Statler 

EDWARD PETRY * COM- 
PANY 

Sheraton Park Annex 

PAUL II. RAYMER 

Statler 

VENA RD, RINTOUL 
M cCONN ELL 

Sheraton Park. 1? 50B, 510 

WEED COMPANY 

Sheraton Park. B 200 

VI) AM J. YOUNG 

Statler 



84 



SPONSOR 





mail coun 

ever recoiled 

IN PHILADELPHIA RADIO -TY HISTORY 



Let Scott Do It brings in 204,306 adult 
replies from twelve announcements! 

What pulling power! From just twelve prize- 
contest announcements — one per day— on his 
Let Scott Do It show— 9:00-10:00 a.m., Monday 
thru Friday— and with no other promotion, 
Alan Scott drew 204,306 replies! It figures, too 
this phenomenal pulling power of Let Scott 
Do It. According to the latest ARB and Tele- 
pulse, this morning show for homemakers rates 
almost twice as high as competition. 

SAVE WITH "45-12 PLAN" 

You can Let Scott Do It for you under the 
multiple discount "45-12 Plan." 45% off when 
you run twelve spots in any seven-day period. 
That means you get a $170 live spot for just 
$93.50, 34£ per thousand viewers! 

Want to reach more housewives at lowest cost- 
per-thousand? Let Scott Do It! Call Alexander 
W. Dannenbaum, Jr., WPTZ sales manager, 
at LOcust 4-5500; or Eldon Campbell, WBC 
sales manager, at PLaza 1-2700, New York. 



FIRST IN TELEVISION 
IN PHILADELPHIA 





WESTINGHOUSE 
BROADCASTING COMPANY, INC. 

WPTZ'KYW, Philadelphia. WBZ + WBZA'WBZ-TV. 
Boston, KDKA'KDKA-TV. Pittsburgh; WO WO. 
Fort Wayne; KEX, Portland. K.PIX. Son Francisco 

KPIX represented by Twk Katz Agency, Inc. 
All other WBC Stations representee! by 
C£} Fkek & 1'ETKHS, Inc. 



<5> 
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NARTB PREVIEW 

( onlinued from page l~i ) 

ICC and a uniform law for Da\ light 
1 hue. 

I'roblema: s 0 far, 1955 has been a 
\tar of major stresses in the radio-lv 
iudusln. and admen will find that 
lhe>e forces will pla\ their part in 
dtaping lite outcome of (he N \K I 15 
torn enlioii. 

Congress and the I CC. for exam- 
ple. Iia\e been probing everv thing 
f nun alleged network or station mo- 
nopolies to television film contracts 
and pa\ -a>-\ ou-look television. I he 
\ \HTP> (and main private organiza- 
tions) ha\e been exploring wa\s to 
hold the line on rate-cutting, avoid 
"bait-and-sw itch' advertising, and keep 
radio-lv entertainment and records 
"clean." 

Costs of doing business have soared 
as everything from the price of vac- 
uum lubes to the price of Jackie Clea- 
son has spiralled upward. Competition 
for the advertiser's air dollar was nev- 
er keener. Many old-line concepts of 
programing and pricing have been 
scrapped. 



These industry problems were obvi- 
ously behind mam of the replies SPON- 
SOR got to a pair of questions in its 
?ur\ey : 

''W hat problem? that \ou face will 
\ou be most interested in discussing 
with other broadcasters?" And, 

"W hat are the greatest problems you 
see facing the industry as a whole?" 

Here, in panorama fashion, are the 
kind of opinions and thoughts on ra- 
rbo-t\'s problems you'll be hearing 
next week at \AR I B> annual meeting. 
( Identifications are here omitted since 
most of these broadcasters have been 
(j noted and identified earlier in this 
report.) 

► "How to increase radio sales vol- 
ume in the face of rate-cutting compe- 
tition, and the dangers of restrictive 
legislation. 

• "The reluctance of some broadcast- 
ers to realize how effective their me- 
dium is and can be." 

• "Costs!" 

• "The grow ing problem of off-color 
"leer-ics' in records." 

• "Go\ernmental control of program- 
ing and advertising. ' 

• "Convincing networks and time- 
buyers of the practicality of using ubf 



television on an honest cost-per-1.000 
basis.'' 

• "The problem of 'mixed' tv mar- 
kets. Tbev should be changed to all- 
uhf or all-vhf." 

• "The high cost of AT&T line 
charges.'" 

• "Senatorial investigations . . . and 
pay-as-you-see plans."' 

• "The over-abundance of radio 
transmitters in certain markets." 

• "1 he decline in radio netw ork and 
national spot sales." 

• "Procuring a greater share of local 
advertising budgets: $800 million 
won't run this industry!" 

• "Encroachment of Government 
through lack of vigilance and true 
'public service' programing." 

• "Excessive talent costs. Many are 
ridiculous." 

• "Lack of ideas in top spots in the 
industry, and unwillingness to accept 
ideas from the grass roots. 

. . there is no evidence that the HltC, 
after 30 years of conscious effort, lias 
1m>cii able lo develop any consistently 
higher standards of discrimination 
among British listeners and viewers 
than has heen ntlaincd in the United 
States with a competitive system of 
broadcasting ... evidence shows that 
I the people, served hy BBC's monopoly 
] and hy America's uncoordinated com- 
petitive stalions, like and dislike, the 
same tvpes of programs.'? 

DR. BCKTOX I'AULU 
Former Senior Fulbright 
i Research Scbolar 

imc 

| The Good Old Hans: Many a broad- 
caster was a bright-eyed young buck 
when he attended his first \AHTH 
convention, \ears ago. 

Today, these same broadcasters have 
1 a great deal more dignity for them- 
selves and their industry. 
Possibly, they have less fun. 
SPONSOR asked broadcasters: "Are 
the conventions of recent years as 
much fun as those of earlier years — 
and why?" 

The answers help to shape a picture 
of the average radio-lv station chief 
today. 

For the most part, he looks back on 
the earlier YARTH conventions with a 
certain wistful fondness, as though life 
was less complicated in those da\s. the 
wine more sparkling and the pace of 
the convention much more relaxing. 

Here's what the broadcasters said: 

• "They're getting bigger and I'm 

(Please turn to poge 90) 



THE MOST POWERFUL RADIO AND TELEVISION COVERAGE IN THIS REGION 



a DOUBLE Ringer... 
( in the Detroit Area! 




CKLW radio cover* o 
15 000.000 papula 
lian in 5 imporlanl 
jlates. The lowesl casl 
major station buy in 
lhe Detroit area. 



000 kc Radio 
50,000 Watt* 

N*tl*n*l JUp. 
Adam J. Y.ifnf, Jr., Int. 



CKLW 



al 



J. I. tgmpeeu. Prll. 
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Is This 




"COVERAGE"? 



THIS HALF 

is 

NEBRASKA'S 
OTHER 

BIG MARKET. 





< 



TV- 



A 




WKZO — KALAMAZOO 

WKZO-TV — GRAND RAPIDS-KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN, NEBRASKA 

KOLN- TV — LINCOLN, NEBRASKA 

Associated wifh 
WMBD — PEORIA. ILLINOIS 



OU'KE HALF NAKED IN NEHKA^kA COVERAGE 
IF YOU DON'T REACH LINCOLN-LAM) 



42 rich counties with a population of 612,250 - 

207,050 families. KOLM-TV reaches over 

125.000 families undii plicated by any other station! 

The KOLN-TV tower is 75 miles from Omaha! 
This Lincoln-Land location is farther removed from 
the Omaha market than is Cincinnati from Dayton. 
Buffalo from Rochester or Lancaster from Philadelphia. 



KOLN "TV C0VERS LINCOLN-LAND— NEBRASKA'S OTHER big market 

CHANNEL 10 • 316,000 WATTS • LINCOLN, NEBRASKA 




c4i>ery-Knodel, 3nc. } Exclusive jS'ational (Jlepresentatii e* 
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but some grow faster than others. An 
it seems that's not enough. People are not 
month-a gam of 40% over ratio sal 
it's a unique endorsement: the U.S. find 
day a new radio set is bought ever 



ledium grows some each year, 

Me the average radio family has 2.2 sets, 

uying nearly a million new radios a 

ist year. From our viewpoint at CBS Radio. 

:idio so entertaining that every shopping 




tilt /triple buying so many new sets, radio today is all over ^^BhB(0^^^ f"H<* e — an d as big as all outdoors. 

ht'le television has moved into the parlor, radio has moved everywhere else... into 97 million places where it does not compete 

ith Itfevision. Less than a fourth of all radios are now in living rooms. Some IS per rent are in dining rooms and kitchens, 

S percent are in bedrooms and "other rooms," 24 percent are on the go in the family car, 9 percent are in public 

acta,. ..And wherever people are, whatever they are doing, they listen most to the CliS RADIO XETWOHK. 



5% i 



1 



PULSE SUHVEY TELEVISION AUDIENCE INDEX 

HARE OK TELEVISION AUDIENCE NOVEMBER. 1954 



TIME KT', S 


WREXTV 


STATION 

H 


OTHt 1 
TV 


SUNDAY 

P 00 N . i E 00 P. M 


35.3' 




63% 


19 


18 


SUNDAY 

6 00 P M. Midnight 


50.7', 


66% 


20° 


14°. 


MON. THRU FRI. 

15 12 00 Noon 


9 I 


62% 




38 


MON THRU FRI. 

0i Noon 6 00 P M 


22.8 


GI°o 


21 


18 


MON. THRU FRI 

6 00 P M Midnight 


50.1". 


55°o 


24'. 


21 


SATURDAY 

1 2 00 Noon 


29 


77°o 




23 


SATURDAY 

12 00 Noon 6:00 P.M 


37.7% 


53% 


12°. 


35 


SATURDAY 

6 CO P.M. Midnight 


54.8% 


64% 


18 


18 



WEEKLY AVERAGE SHARE 
AND AVERAGE TUNEIN 

tl NOON 6 0PM 
NOON 6 GO P M MIDNIGHT 


WREXTV <69.67°. 


59% ; 61.67% 


STATION B 0 


17.3 . 20.67°< 


ALL OTHER TV 30.3% 


23.3° '17.67 


J'"., ' ■," j u.y. 


27.13 . 51.59' 
j 



'REX" fi//<s •titiHt'iiH' in 
this rich industrial nut} 
ii"t'wulturid area, 
■"REX'V/ifiiuif/s only 
llic beat CISS (in,/ 

l!t€ network slum s 
to his well over 
1.000.000 subjects. 



WREXTV 

"I IT FOIt ( M\G" 
ROCK FORD ILLINOIS 

CHANNEL© 

J. M.BAISCH, General Mgr. 

Represented by H R TELEVISION. INC. 



lias grown up — 
less playing seem? 



NARTB PREVIEW 

[Continued from page 86) 
getting older." 

• "loo huge. Less fun. .More work." 

• "Less. We are all getting older.' 

• "1 don't appreciate the parties so 
much." 

• "The answer is 'no.* Conventions 
are too large and the opportunity to 
he with friends diminished very 
much." 

• "Our industry 
more husiness and 
to be the rule." 

• "No. Too confused, what with film 
peddlers and the like. ' 

• "Yes — in the sense that I have no 
more 'convention hangovers ." 

When, exactly, were the halcyon 
days of convention-going? 

SPONSOR asked. "What conventions 
do you look back on most fondly?*' 

Answered some of the senior broad- 
casters : 

• "'St. Louis when Mark Ethridge 
told off the FCC!" 

• "The pre-war meeting at Atlantic 
City when RCA ran its first tv demon- 
stration." 

• ''The very early ones when our one 
and only problem was ASCAP," 

• "St. Louis and Lawrence Fly's 
lemark about a mackerel."' 

• "Los Angeles . . . 1918 . . . and 
none of vour business why!" * * * 



FILM AND NARTB 

< Continued from page 63) 

est. "'We may even do a world pre- 
miere in Washington for the trade," 
said Sales Y.p. Don Kearney, who 
will he in c harge. 

Official: Adventure films rule the 
roost at Official Films' exhibit. Two 
new ones — Robin Hood and Scarlet 
Pimpernel — are dated for showing. 
Also due to be stressed strongly in 
Official s selling will be the reruns of 
Foreign Intrigue for which Official has 
already signed more than §200.000 in 
station business. By summer. Official 
will have all three cycles (of 39 epi- 
sodes each) of the made-in-Lurope 
suspense series, according to Y.p. Har- 
old 1 lacked. 

General Teleradio: Two shows re- 
cently landed for the OT stable will he 
featured in the firm s NAHTB activi- 
ties I ncommon I'alor. a documen- 
tal) series on the Marine Corps, and 
Cangbusters, t\ version of the famed 



radio series. Production is well under 
way on a cycle of 26 for each title. 
Heading up the Ceneral Teleradio 
group will be President Tom O'Neill 
and Y.p. & Director Dwight Martin. 
Release of Cangbusters to syndication, 
uicidentalK. has had to wait until a 
theatrical film version made its rounds. 

Flamingo: 1 he two newest Flamingo 
properties Stars of the Grand Ole 
Opry and Hollywood Preview — will be 
showcased at NARTB. Sy Weintraub. 
exec v. p.. told spo.nsor. Of these. 
Weintraub felt induslrvites would find 
Preview particularly interesting. "We 
are cooperating with Hollywood ma- 
jors, not fighting them, in this series." 
he said. "'The series will be strictly 
first-run, and fresh every week since 
we're building it around film clips 
from the newest Hollywood movies." 

Sterling: A new quarter-hour adven- 
ture show. Tropic Hazard, will be high- 
lighted by Sterling at the NARTB Con- 
vention, in addition to other regular 
film properties in the firm s list. Ster- 
ling will also be selling the syndicated 
properties of TeeYee Company, with 
which it has merged. New sales gim- 
micks: Sterling: now guarantees buvers 
that the new film series it bandies will 
be up to the level of the pilot or 
screening prints, doesn't charge the 
Inner if it doesn't measure up. 

\«'u* feature pavkayes: Yirtually 
all of the feature film business is done 
directly between distributors and sta- 
tion film buyers. Stations then offer 
slotting? in the films as availabilities. 

In recent months, however, admen 
have begun to take more notice of fea- 
ture film packages, and to keep track 
of who's buying them. 

There are two reasons for this: 

1. Despite hold-outs by most of the 
Hollywood majors (who still have hun- 
dreds of millions of dollars worth of 
features locked up in the vaults) fea- 
ture film packages in tv have been get- 
ting bigger and fancier. 

2. Tiinebuyers who have kept close 
tabs on these packages are sometimes 
able to move quickly, buying up choice 
availabilities in feature movie shows 
almost as soon as a station has signed 
for a new package. The payoff for the 
advertiser comes when the show rat- 
ing, as a result of the strong draw of 
the new films, takes a bop upward. 

Here are some of the new feature 
packages that will be showcased at the 
NARTB exhibits: 

NT A: In a long-term arrangement 
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IN THE SCRANTON, WILKES-BARRE, HAZLETON MARKET 






ill-TV 



till MOT Bill 



Look at your latest February 1955 ARB ratings and you'll 
see a most amazing switch in the great Northeastern Penn- 
sylvania area. You'll see how overwhelmingly the lead has 
shifted to WGBI-TV. 



WGBI-TV 
WGBI-TV 
WGBI-TV 

WGBI-TV 



presents the highest rated show in the entire 
market. 

is first in total quarter hours of viewing 9 A.M. 
to sign off. 

is ahead of the second station during this same 
period by 43 quarter hours (while on the air) 
and leads all of the remaining sluuonsconibined . 



carries five out of the top 10 shows and also has 
the higl 
theatre. 



the highest rated local newscast and late film 



In any category WGBI-TV's leadership is impressive. 

If you want to sell in Northeastern Pennsylvania, you 
had better be on 



Represented 
exclusively by 

BLAIR TV, Inc. 



SLAI R 




Dominating the Scranton-Wilkes-Barrc-Hazle- 
lon market. And soon lo be the Highest Powered 
Station on the CBS Network with 1 million waits. 
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' at ii\ol\<^ ;i ca-li outlay of more 
tl ,m v 1 million. National I elefilin As- 
MHiati'- la>t montli made deals with 
i\s< Ion liiiiish production firms iliank 
and Konhid.opei 1 1 and several inde- 
pendet I- for a package of 10 feature 
film.-. Manx are a> went a- 1953 and 
]')>! mintage, including such titles as 
(. upturn's Paradise, The Man Between 
and Breaking, the Sound Barrier: mam 
lia\e only recently completed their first 
theatrical runs. 

Now tabbed "Fabulous Fort) ' pack- 
age hv \T \. the films will he sold at 
fairlv .substantial prices to stations, 
particularly those in the largest tv 



markets. Stations who sign for the 
group are expected to make a large 
local publicity splash with them. Avail- 
abilities in the group will be far from 
routine. 

"'Fabulous Fort\ v will be a spotlight 
attraction at the NT \ convention ex- 
hibit, keved promotional!}' to the firm's 
theme of "W hat's Cookiu' at \TA?" 
with the use of trailers, brochures, and 
gimmick giveaways. 

General Teleradio: The GT firm has 
already scored major sales sucresses 
with its 30-feature package of films ac- 
quired from Bank of America. New 
York admen will recognize it under 



the title "Million Dollar Movie ' used 
in its showings on WOK-TV, where it 
has been sold out at premium rates. 

This original package will he fea- 
tured in (Vi s convention exhibit. Sales 
stress will he on the high ratings the 
package lias already racked up in sev- 
eral markets. 

In addition, according to V.p. & Di- 
lector D wight Martin, General Telera- 
dio will also unveil at the NARTB 
meeting a similar package of A-hudget, 
first-tv-run movies. At presstiine. he 
told SPOiNSOR: 

"We can't say how many features 
we'll have, where we're acquiring them, 
or if they'll he Hollywood or British 
products. We're completing our final 
negotiations, and want to spring the 
package as a big surprise at the con- 
\ ention. 

"But I can tell you that it will he 
one of the biggest and best feature 
film packages that has ever been 
brought to tv. I certainly think anv 
spot tv advertiser will want to consid- 
er availabilities in these films." 

MCA-T] : "We are keeping our 
, plans a top secret for the NARTB Con- 
I ventiou."" said Wynn Nathan, sales v.p. 
for MCA-TV's film syndication opera- 
tions. "We've titled the affair 'Opera- 
tion A to W" and are handling the en- 
tire thing as confidential!) as vou 
would a military secret." 

But. like all military secrets, the 
leaks ha\e already started. 

According to sources close to MCA- 
T\ . one of the major highlights of 
MCA-TV's "Operation A to W" will 
be a top-flight film package composed 
of 123 Gene Autry (the "A" in the 
slogan I and Hoy Rogers features. The 
films, although shown in theaters, are 
first-run for tv. 

The films have been carefully edited 
to fit into a one-hour format, making 
the whole thing as much a "program" 
package as it is a feature group. 

So far, MCA-T V has signed up more 
than $1,000,000 in station sales of the 
package, although the advertising-pro- 
motion campaign didn't break until 2 
May and the package wasn't assigned 
to Station Program Sale- \ .p. I. on 
Friedkmd until 25 April. 

Among the stations that haye al- 
icad) signed for the package are sov- 
cial which haye long been hold-outs 
against local-level film programing and 
reruns. Included in this grntipj Wal- 
ter Damm's WTM.I-TV. Milwaukee. 

The Autry -Rogers package was also 
a highlight of the pre-\AHTB meeting 

SPONSOR 




\lready the dominant (Y1IF) station in a 69-county market 
in S. ('.., N. (]., Ga. ami Trim., WFHC-TV now has the ad- 
vantage of location in its new Imihliiig with WFHC-AM and 
FM. Now more than ever. WFBC-TV. "The Giant of South- 
ern Skies,'" can give yon coverage of one of America's great 
markets in the Southeast. Ask us or WFF1) for rates, market 

data and assistance. 




"The Giant of 
Southern Skies" 



NBC NETWORK 

WFBC-TV 

Channel 4 Greenville, S. C. 
Represented Nationally by 
WEED TELEVISION CORP. 
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if you ariTpldying 




or 



keeps. 





Follow UNION PACIFIC with HOMER BELL . . 
PICTSWEET and WHITE KING SOAP with 
SCIENCE FICTION THEATRE... 
52 weeks on Denver's Best TV BUY 



The SRO sign is out most days on Corky's Club/ 
Denver's highest rated kid show. .. likewise on MILLION 
DOLLAR MOVIE, now playing the HYGO Package. 
And KBTV's sensational 4-PLAN is still the West's greatest 
spot package buy. 





Time buyers hunting "Uranium" occasionally 
find spots near Wednesday night fights, Disneyland, 
and Danny Thomas. 



There is "Pay Dirt" in KBTV's Market. . . 
Spendable Income $1,753,608,000! 
Retail sales... $1,45 1,8 10,000! 



DENVER 



19 Bannock * JOE HEROLD, General Manager 



Free & Peters, Inc. 
National Representatives 




CHANNEL 




••• 



TV 



Qnll/ 



\ STATION 

it/ith 



COVERAGE 

1/lfU . . . 



Sfvieitefxnt 



12221 




AND A 



TV AUDIENCE OF 



88% 
87% 



DAYTIME* 

12-6:00 p.m. 

NIGHTTIME 

6:00 to Midnight 



Fringing the outskirts and getting to 
the heart of a market are two different 
things . . . and once again Pulse has 
proved that to sell the TV audience 
in Metropolitan Shreveport with its 
$408,148,000 spendable income . . . 
you need to be on the Shreveport TV 
station. 

•S'-r«v port Tr-lcoulsc January 23-29. 1955. 




Lha/runej^ 12 



FIRST IN 

SHREVEPORT, LOUISIANA 
Paul H. Raymer Co., Inc. 
NATIONAL REPRESENTATIVES 

Now York • Chicago • Detroit 
Los Angoles • San Francisco 
Dallas • Atlanta 



in Atlantic City, 19-21 May. of the en- 
tire sales force from the 22 U.S. 
blanch offices of MCA -TV. 

Tiniehuyer> will probably see the 
Aulry-Rogcrs films in several differ- 
ent t\ pes of program slottings, accord- 
ing to MCA-TV officials. Because of 
their hour length, they can be pro- 
gramed as a weekly W estern Theatre 
show, or a? an across-the-board strip, 
or as a feature show. 

Other film feature packages that will 
be stressed at the NARTR meeting: 

Guild Films: The sizable collection 
of features acquired from MPTV. in- 
cluding those recently bought up by 
\\ alter Mack's Cantrell & Cochrane 
beverage firm. 

Hollywood Television Service: The 
recent ''Diamond Group" package of 
UTS. as well as its 2C-feature '"Spar- 
kler ( /roup." The Republic Pictures- 
owned firm now has well over 200 lea- 
lures and 116 westerns in various pack- 
ages. 

Unity: The recent "Lucky 13" pack- 
age of late vintage feature films, most- 
ly top British products. 

Xew sales plans: Two selling ar- 
rangements will be spotlighted at the 
NARTB meeting next week. Vitapix 
and NATS. 

I itapix: Some new details of the 
tieup between Vitapix, a station-owned 
confederation of tv stations, and Guild 
Films will be announced at the Wash- 
ington convention: 

1. New Vitapix executives Fd Hall, 
executhe v.p., and Ed Degray, station 
relations director (both formerly of 
CHS) will be on hand to discuss Vita- 
pix plans with station men and visitors. 

2. \ itapix hopes to sign up another 
ltalf*dozen stations in a- many mar- 
kets, bringing the total number in the 
group to about 63. 

3. Vitapix stations will have a two- 
week '"first refusal" on all new Guild 
properties I Gnh/bergs, Con fidential 
File, I Soy. etc. I and all existing Guild 
show s I Mich as Lihejdce ) which are 
coming up for renewal whether or 
not the show has a sponsor or is al- 
ready running on another station. 

1. The original deal wherein sta- 
tions ga\e to \ itapix as "option time" 
:i tolal of 10 hours of da\ and night 
programing mav be trimmed back to a 
total of fhe hours weekly. 

5, Keps who have worried that the 



\ itapix arrangement might l)j*-pa>- 
them need worry no more. After a 
151 deduction for agency commission 
on multi-market Vitapix purchases, 
there will be a 151 commission to 
reps. Vitapix will take 5f? of the gross 
as a service charge. Station- actually 
wind up with at least 65% of the 
gross, a bigger chunk than they get 
from networks. 

6. In order to keep from tangling 
directly with networks, Vitapix is like- 
ly to announce that its nighttime pro- 
graming slots w ill be in the 9:30 p.m.- 
and-later periods. Even so, existing 
network shows probably won't be 
bumped out by Guilrl-Vitapix shows. 

7. At least one or two new Guild 
film programs, tailored to adult view- 
ing tastes in these late-night hours, 
will be unveiled. All Guild properties, 
however, will be related to the Vitapix 
setup in any Guild sales pitches. 

NATS: National Affiliated Television 
Stations, Inc. — a tieup between equip- 
ment maker General Electric, several 
tv stations, and National Telefilm As- 
sociates- — will also have some aces up 
its sleeve for the NARTB convention: 

1. NATS will announce the latest 
total of stations who have signed up. 
According to a NATS official, the 
group is "large" and "includes vhf 
and uhf stations, independents and af- 
filiates." sponsor's guesstimate: about 
20 outlets. 

2. There will be a close liaison be- 
tween NATS and General Electric. GE 
will devote part of the space in its own 
big exhibit to NATS, will also have 
Glenn Lord on hand as GE Adminis- 
trator of the NATS plan. 

3. NATS executives, at the personal 
level, will be talking to station execu- 
thes, and may sign up more outlets 
for the N ATS group. Some new "film 
network" plans that will parallel the 
Guild-Vitapix tieup may also be an- 
nounced. 

1. The contractual relationships for 
film shows between NATS and Nation- 
al Telefilm Associates will be clarified. 
I hose ma\ concern new NT A proper- 
ties like Police Call and New Adven- 
tures nf China Smith, as well as the 
"Fabulous Forty" feature package, In- 
(lustry sources also predict that the 
NATS stations will have a "first re- 
fusal" arrangement with NT A on new 
properties". NATS may also announce 
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GET TO THE HEART 
OF YOUR SALES PROBLEM 




with 

uifmij-tv 



You get to the heart of your sales problem — 
fast, with WFMY-TV. Telecasting to some 325,000 
TV homes in the Prosperous Piedmont section of 
North Carolina and Virginia, WFMY-TV has the true 
pulse of this mighty industrial area. No station or group of sta- 
tions completely covers the Prosperous Piedmont as does WFMY-TV. 

Too, WFMY-TV is the only CBS television affiliate serving this $2.3 billion market 
where there are over 2 million customers for your product. With full 100,000 watts power 
. . . plus nearly 6 years experience programming to this 46 county gold mine . < . WFMY- 
TV gets to the heart of your sales problem — fast! 

To get your share of sales in the Prosperous Piedmont, call your H-R-P man today. 



uifmij-tv 





Now In Our 
Sixth Year 



GREENSBORO, N. C. 

Repreiented by 

Harrington, Righter & Parsons, Inc. 

New York — Chicago — San Francisco 
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some new film properties of its own. 

5. I )r t ail ~ of the financial aid NATS 
and (/F, i are prepared to olTer televi- 
sion oulleK particularly ulif-ers in 
'"mixed" markets, may also he re- 
\ ealed. 

6. Hie role of t he NATS group in 
multi-market film spotting Iiy adver- 
tisers will also he discussed. It's ex- 
pected thai some form of over-all dis- 
count -true lure for a group purchase 
will he stressed. 

7. 'Hie N A IS executive group on 
hand will include: Joseph Justman, 
hoard chairman; Ely Landau, execu- 
tive \ .p. : Oliver L nger. v. p.: Barman 
Swarttz. secretary-treasurer: and Dick 
Doherty. director of management ser- 
vices. The CE liaison group will in- 
clude: Glenn Lord, administrator: Jim 
Creamer, financial administrator. 

In addition to these two major de- 
velopments in sales plans, other -yndi- 
cators are expected to reveal new "li- 
hrarv ' plans wherehy stations will con- 
tract for ;i large library of syndicated 
c liows or features on an unlimited-play 
basis. These syndicators include: Gen- 
eral Tele radio. Guild. Official. Sterling. 
I Hit \ and Flamingo. * * * 



NARTB ACTIVITIES 

{Continued from page IN) 

In our institutional promotion of 
radio and television, we attempt to ex- 
plain the role and value of advertisers 
and commercials. In a recent Fact 
Sheet. "The Benefits of Television 
Commercials." we pointed out that ad- 
vertising alone made it possible for us 
to get outstanding programs in our 
homes free of charge. 

"'W hile the primary motive of ad- 
vertising is sales."' we pointed out, '"it 
is also true that in the process of per- 
forming this motive, the majority of 
advertising imparts learning and un- 
derstanding. Advertising is the main 
vehicle through which Americans ob- 
tain news and information about prod- 
ucts, improvements and services which 
contribute to their comfort, conveni- 
ence, safety, health and welfare."' 

We described further how advertis- 
ing performs in the public interest by 
incorporating frequently and without 
charge appeals for charity, safety, 
blood donations, civil defense recruit- 
ment and many other public services. 



Television Code Affairs, Ed Bron- 
son, director: The Television Code Re- 
view Board of NARTB and the Code 
Board staff have completed a most suc- 
cessful and active year since conven- 
tion time last year with the Code en- 
joying greater industry support than 
at any time in the past. 

The list of Code subscriber stations 
is 247 at this writing, an increase of 
nearly lOOCv over a year ago. while 
all four television networks continue 
to subscribe to and support the Code. 

The Code Board in this past year 
has stepped up greatly its program of 
monitoring television programing and 
advertising both in the network field 
and at the local station level. 

This monitoring programing is con- 
ducted among Code subscribing sta- 
tions and networks only and is for the 
information and guidance of the Code 
Review Board and the individual sta- 
tion or network to which such moni- 
toring may relate. 

Supervision of monitoring is by the 
director of tv code affairs and his 
assistant. Charles S. Cady, By retain- 
ing a private research firm to assist in 
this activity, NARTB has increased 
monitoring more than 300 r i each 
mouth and local reviewing has been 
stepped up nearly 500T. 

Much of this monitoring has been 
devoted to the length and good taste 
of commercials. \\ bile room for im- 
provement still exists in these cate- 
gories, a great deal has been accom- 
plished in the past year. Also, atten- 
tion has been given to program quality 
as it relates to the Code with added 
impetus being given to watching over 
children's programing. 

The Code has been the subject of 
inquiry on Capitol Hill, where both 
the House Committee on Interstate and 
Foreign Commerce (in connection with 
the Hryson Bill hearings) and the Sen- 
ate Sub-Conunitlee on Juvenile Delhi* 
queue) sought to determine the accept- 
ance and effe<'ti\ eness of the Code. 

An additional and expanding Code 
Board staff activity concentrates on 
film used on tv. Producers and dis- 
tributors have been contacted by the 
staff in an effort to belter acquaint 
them with the Code, the Code Review 
Board and the need for care in the de- 
velopment of the product llicv offer to 
("ode siibscnl eis. 

During this past year the ("ode 
Hoard ha- conducted a pilot study of 
viewer attitudes covering both pro- 
graming and advertising, designed and 
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CORPORATION 

MEMO from Ed. Hochhauser, Jr. 

Lee Little of KTUC, Tucson says. 
-After only 4 months, our MUZAK 
franchise is proving a most 
profitable supplement to our 
station operation." 



\ 



Broadcasters... MUZAK offers yau a 
once-in-a-lifetime opportunity to in- 
crease your station's income by putting 
you in the functional music business. 

Far aver 20 years, functionally engi- 
neered "Music by MUZAK" has been 
a proven management technique of 



America's most successful companies — 
companies concerned not only with 
plant and office efficiency and Pro- 
ductivity, but also with employee 
morale and sense of well-being. 

There's a ready market for MUZAK 
in your city. 



MUZAK Corporation — 229 Fourth Ave.— New York 3, N. Y. 
«, / a r , v. s i;„ off ORchard 4-7400 C^' 



At o convenience to broadcasters interested in finding 
out more about MUZAK offlliotions, MUZAK hos or- 
ronged for Hospitality Suite B41 1-415 ot the Sheroton- 
Park Hotel during the N.A.R.T.B. Convention in 
Washington. We'd be pleased to see you there. An 
advance appointment is suggested. 
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NOT A SHADOW OF A DOUBT 

--about radio coverage in Mid -America 



As our rotund friend, Mr. Mid-America indicates, it's a big, 
rich, expanding market, completely covered by one big 
station — KCMO Radio. 

Take a look at radio listening in the November-Decem- 
ber, 1954 Area Pulse. Or glance through the 1954 
composite Conlan "Study of Listening 
Habits" for Mid-America. You'll see 
there's no doubt that KCMO is 
the radio buy for 
Mid-America. 

Within KCMO-Radio's Vt 
mv. contour you reach 213 
Mid-America counties . . . 
and with KCMO's 50,000 
watts at 810 on the dial 
you get more Mid-America 
listening homes than any 
other Kansas City station. 
Take Mr. Mid-America's 
tip: Cover the whole 
market better with 
KCMO-Radio. 





KCMO 




Kansas City's most 
powerful station for Mid -Am erica 

KCMO 

red i o 

50,000 watts at 81 0 Kc. 

Kansas City, Missouri 



National Representatives; The Katz Agency • 'Affiliated with Better Homes & Gardens and Successful Farming 
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THE REPRESENTATIVE 

Re-elected regularly on 
a strong platform advo- 
cating prosperity. Is 
against sharks. Carries 
a lot of weight in smoke- 
filled rooms. And in the 
Washington area, one 
radio station carries a 
lot more weight than any 
other. That station is 
WTOP Radio with (1) the 
largest average share 
of audience (2) the most 
quarter-hourwins (3) Wash- 
ington's most popular 
local personalities and 
(4) ten times the power of 
any other station. In 
Washington. WTOP repre- 
sents the best for ad- 
vertisers because it 
represents the best in 
broadcasting. See our 
representative for ad- 
ditional information and 
availabilities. 

WTOP RADIO 

Represented by CBS Radio Spot Sales 



approved a new Code ^eal (now re- 
leased for use In subscriber*. I . devel- 
oped a sound film of the Seal for sub- 
briber u-e. produced and distributed 
new promotion material on the Code, 
and held special meetings with repre- 
sentatives of the advertising profes- 
sion. su<*h as the American Associa- 
tion of \dvertising Agencies, to dis- 
cuss questions of mutual interest. 

Research. Richard M. Allerton, man- 
ager: Broadcasting is a complex busi- 
ness. The most successful stations and 
networks are those whose programs at- 
tract the best audience to whom the 
sponsor can direct his message. To 
achieve this success, a manager has 
man} decisions to make about adver- 
tising, programing, employee relations 
and all the rest. The Research Depart- 
ment, working with the other depart- 
ments of YARTB. attempts to provide 
management with the basic informa- 
tion il needs to make these important 
decisions. 

Space does not permit a detailed re- 
port on our activities for the past year, 
but the following list is indicative of 
the projects in which we are involved: 

• Annual cost studv for radio and 
television stations. Management finds 
these factors in the Broadcasters 
Profit Equation valuable as a check 
against its own operations. 

• Annual film survey for television, 
conducted, processed and incorporated 
in the annual Film Manual prepared 
hv the Television Department. 

• Sales practices checklist to help 
management. 

• Survevs on different tvpes of sta- 
tion insurance, 

• Survev of the entire industry on 
beer and wine advertising. The Re- 
search Department prepared the re- 
port to the Committee on Interstate 
and Foreign Commerce of the House 
ol Representatives. 

• Questionnaire for the Television 
Code Board pilot studv of peoples at- 
titudes toward telev ision. 

• Methodological tests which, it is 
expected, will lead to a television cir- 
culation studv . 

• Report to membership on trends of 
icvcnue. expense and income of radio 
stations, a continuing panel studv. in- 
augurated this vcar. 

• Television Accounting Manual, 
winch will be reach sometime later this 
V car. 

At the request of the Task Force on 
Paperwork Management of the Com- 



mission on Organization of the Ex- 
ecutive Branch of the Government 
(Hoover Commission I . the Research 
Department survev ed a representative 
cross-section of the industry to secure 
their recommendations in respect to 
government reports. This work lead 
to the Federal Trade Commission in- 
stituting a new sampling technique at 
an indicated saving to the industry of 
about oO'f in the work load of re- 
porting on advertising continuities to 
the FCC. 

Engineering, A. Prose Walker, man- 
ager: The technical requirements of 
broadcasting are of vital interest to 
advertisers since the most carefully 
planned and executed sales campaign 
is ouh as good as the medium used 
for its presentation. While NARTR 
cannot represent stations in their in- 
dividual problems, we are concerned 
with maintaining the proper balance 
between adequate regulation to protect 
and the over-regulation which can 
stifle the growth of a nationwide sys- 
tem of broadcasting. 

Included in special Engineering De- 
partment activities last year were: 

( 1 I Membership on engineering 
standardization committees which ef- 
fect lower c osts to stations through the 
use of standard parts and techniques, 
thus making costs lower for advertis- 
ers as well. 

I 21 Projects with industry commit- 
tees to encourage the growth of tele- 
vision in small markets, which broad- 
ens the advertising market. 

(3) Appearance on behalf of the in- 
dustrv before government agencies 
such as the Federal Communications 
Commission and the Air Space Sub- 
committee, which makes recommenda- 
tions on the height of broadcast an- 
tennas, which, as it affects the extent 
of coverage, is of prime importance to 
the advertiser. 

(4) Efforts to obtain FCC permis- 
sion to use remote control in all radio 
stations, another economy that keeps 
ad costs down. 

(ol Preparation of publications 
dealing with new and different ap- 
proaches to common problems in engi- 
neering to make American radio and 
television technically the world's finest. 

(6) Information through Associa- 
tion publications on industrv -w ide 
technical questions — especially the 
regulations of the FCC. 

The- culmination of our activities 
comes vearlv with the NARTR Broad- 
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Tune on WMAQ, that is. And it's the 
right way to run a railroad! 



Mr. E. E. Gordon, Passenger Traffic Manager of the Chicago & Eastern Illinois Railroad, 
recently wrote a letter about how right his company's time-buys are on WMAQ: 

"We want to convey our appreciation for the immediate response that we received from 
advertising our services over your station. Mr. Henry Cooke on the morning program, as 
well as Mr. Howard Miller in the evening, along with Mr. Joe Wilson's sport broadcast, 
made a very effective story from the announcement that described our new train sen ice to 
Florida, that was reflected so successfully in inquiry and ultimately in actual sales. Consider- 
able interest was created as a result of their personal efforts. We are presently contemplating 
extending the program . . ," 

Messrs. Cooke, Miller and Wilson are three of the ma.nv home-grown, top-rated WMAQ 
personalities ready to make sure for ad\ertisers that 

THE PAY-OFF IS AT THE POINT OF SALE! 

And they're backed to the hilt by WMAQ's strong promotional and merchandising support. 
There's a personality and a time that's just right for your product or ser\ ice. All aboard! 



vvmaq m 



represented by NBC SPOT SALES 



RADIO IN CHICAGO 

$o f ooo xvatts Clear Channel 
a service of 



1-tmitieeriiig Conference. \s hfii 
-Kit ion engineers meet for a practical 
<in\wi-ti> earth discussion of the pres- 
enl-da\ operation of radio and teie- 
\ i-ion -lations. 

Legal. / incr II tisilcuski. t hief attor- 
nc\ : Tlie Legal Department of \ \HT1> 
has a< it> primary obligation, of 
( ou i>c. the furnishing of legal advice 
to the Hoard of Director?-, officer:? and 
all department* and committees of the 
Wotialion. In the course of this ac- 
it con.-ulls with all departments 
of the \s~ociation, with, perhaps, the 



greatest single activity being in the 
area of government relations. In this 
field, it cooperates with and advises 
members of the XARTB staff concern- 
ing legislative proposals and the ac- 
tions of governmental agencies. It 
participates in f 3 preparation of testi- 
mony for \ark * congressional com- 
mittee hear''- ''"'lanv of which have a 
uidc&pre >act upon advertising, 

either _> or indirectly. 

The j i Department also keeps in- 
formed < developments in the state 
legislatures, especially as they relate to 
taxation proposal.*- on advertising and 



WHLI 



"THE VOICE 
OF IONG ISLAND" 



r 



DELIVERS 

The vast buying income of big, rich 
NASSAU COUNTY 



WHLI 

HEMPSTEAD 
IONG ISLAND. N. Y. 

PjuI Codolsky, Prcs 



AM 1100 

FM 98.3 




POPULATION 




1,033,000* 


38% increase since '52 








148% increase since '40 


BUYING INCOME 








Total 


$2,219,351,000 


9th among U. S. 


Counties 


Per Family 


$ 


7,698 


4th among U. S. 


Counties 


RETAIL SALES 


$1,063,285,000 


1 7th among U. S. 


Counties 


Food Store 


$ 


31 1,509,000 


12th among U. S. 


Counties 


Auto Store 


$ 


178,404,000 


20th among U. S. 


Counties 


Household, etc. 


$ 


58,304,000 


18th among U. S. 


Counties 








S:ites Mnnagr .t, 


May 1055 








*L. 1. Lighting Co. 


l'oj). Est. 



One Station - WHLI — has a larger day- 
time audience in the Major Long Island Market than 
any network or independent station! uk Survtn 



J 



hroadcasting. During the past three 
months, there have heen hills in the 
legislatures of Iowa, North Carolina 
and South Carolina proposing either 
a sales tax or a gross receipts tax on 
radio and television sales. The NARTB 
cooperates with state associations of 
broadcasters in opposing such mea- 
sures, supphing briefs and background 
information and strategy suggestions. 
It appears very likely that, in their 
search for additional sources of reve- 
nue, the slate and local taxing authori- 
ties more and more will be attempting 
to impose taxes on advertising and 
media. 

The department makes available to 
broadcasters various memoranda and 
publications concerning particular 
fields of law. such as copyright, libel 
and slander, information on program- 
ing as it relates to the lottery laws. etc. 
— all of which, we are informed, sta- 
tions find useful in their dealings with 
advertisers and agencies. 

In addition, attorneys of the Asso- 
ciation act as counsel in connection 
with matters pertaining to the Radio 
Standards of Practice and the Tele- 
vision Code. 

Station Relations, William Treynor, 
manager: The XARTB now lists 1,963 
members: 1,237 am stations, 328 fm 
stations. 267 tv stations, three radio 
networks, four tv networks and 125 
associate members. 

This represents an tt.lfc increase in 
membership since last year's conven- 
tion. During the past five years, 
XARTB has enjoyed a 19.4% rise in 
overall membership, with additions ap- 
plying to all categories except fm, 
where the figures have been propor- 
tionate to the number of these stations 
operating. 

The primary functions of the Station 
Relations Department are membership 
service and member solicitation. An 
operating staff of four representatives 
is employed manager, assistant man- 
ager and two field representatives — 
whose time is devoted to "in the field"' 
Contact with all the broadcasting sta- 
tions throughout the. country. This 
allows a direct presentation of the 
multiple management services that 
\ \RTB liiember.-hip affords. 

I he Station Relations Department 
distributes a monthly industry events 
recap, the ttrief Case, In addition to 
listing upcoming XARTB and state 
broadcasters meetings, pertinent "Hill" 
and executive actions and NARTB ac- 
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WKMH 




HEAP 816 HUNK 



it 



of RICH MICHIGAN 
MARKET! 




Big wampum here! 80% of Michigan's 6-biIIion 
dollar buying power is covered by Knorr Broad- 
casting Corporation's 4-power-packed stations. And, 
folks listen, continuously ... in their homes ... in 
their cars ... to the stations that broadcast what 
they love most . . . NEWS, MUSIC and SPORTS! 



BUY ANY 2 OR MORE 
OF THESE POWERFUL 
STATIONS AND SAVE 
10% FROM RATE CARD 

WKMH-Dearborn-Detroit 
WKMF-Flint, Midi. 
WKHM-Jackson, Mich. 
WSAM-Saginaw, Mich. 



Represented By Headley-Reed 



You Buy Michigan's Biggest Buying Power Through 







7-— A If] f 

rrfS. t^dnni-m rm^fllll rTTTTi Ill ■ -rr^~- *A. 


KM 


IQR 


r Sm&sttjfiq corp. 



l. - tMn ation highlights all 
i .1 lull- introduced that aiTect 
■ >.id< a-ting indu^tn. Brief Case 
- availahle as a free monthlv sen ire to 
< 1 \ ci ti-t ] - and advertising agencies 

U) I'll ItHjllC-t. 

Another f un< l ion is a>-i-tance in 
the h nulling of the physical arrange- 
ment- for the Association's animal se- 
i it - nf di>tri(t or regional meetings. 
Tor tlif fall of this v ear eight regional 
conference- are planned and it is ex- 
po ted that a number of leading adver- 
ttsi is will participate. These regional 
conference'- will he held in Chicago; 
Saranae Inn. .V V.; New Orleans; 
Roanoke. Ya.: >an Francisco: Colo- 
rado Spring-. Coin.: Dos .Moines, 
and Dulla-. 

Telev ision, Thad 11. Brou n, vice 
president: A strong, vigorous and un- 
fetteied tele\ i.-ion. accepted as a w el- 
come and desired guot in the Ameri- 
can home, becomes a vital and success- 
ful advertising medium. 

The \\1!TB Television Department 
deal- with the advancement of tele- 
vision hroadca-ting on all fronts as 
a husine--. as an art form, as an im- 
portant means of puhlic expression 



and communication and — of basic im- 
port — a- a desirable contributor to the 
pattern of American family life. 

It is within this scope that the poli- 
cies effected by the Television Board 
and an informed television member- 
ship are translated into action. 

It is to these ends that \ARTB tele- 
vision activities in research, law, gov- 
ernment, emplov ee-employer relations, 
public affairs and engineering must be 
guided and correlated. 

As a new and potent industry and 
art form alwass at the attention of the 
public, and necessarilv licensed bv the 
federal government, television is con- 
stantly under close and probing scru- 
tiny. The television broadcaster, there- 
fore, both iniliv iduallv and through 
this Association, must lie especially 
well-informed and constantly vigilant 
in the protection of the industry and 
of the public interest. 

All thing- necessary and proper 
must be done to promote the rights of 
licensees and of the public involved in 
this greatest of all mass means of com- 
munication. 

By so doing not only are the pub- 
lic and stations benefited but also the 
sponsors whose advertising funds and 



cooperation in encouraging the best 
customs and practices help provide a 
strong and healthy medium. 

Hiiriio. John F. Meagher, vice presi- 
dent: The vice president for radio at 
VAUTFS i- charged with earning out 
the directives of the president and 
Board of Directors in all matters re- 
lating specifieally to radio broadcast- 
ing. Further, lie is expected to initiate 
and develop such additional projects 
as will lead to increased benefits to 
radio broadcasters. 

In performance of his duties, he 
works very closely with the various 
service departments and acts as a co- 
ordinator in those situations where 
more than one department is involved 
in a particular project. In effect, he 
serves as liaison between the radio 
membership, as represented by the Ra- 
dio Board, and the department heads 
supervising specific areas of service. 

Because it was decided several years 
ago to establish a separate organiza- 
tion for the promotion of radio as an 
advertising medium, the activity of 
NARTB in matters directly related to 
selling and advertising has been lim- 
ited. However, the parent organization 
still retains its responsibility with re- 
spect to the advancement of the Stand- 
ards of Practice for Radio Broadcast- 
ers. 

It should be recognized that all 
XARTB endeavors in behalf of radio 
broadcasters must inevitably result in 
benefits to the advertiser. All efforts 
designed to heighten the stature, effi- 
ciency and effectiveness of radio 
broadcasting must ultimately pav divi- 
dends to the advertiser. 

Em ployer-Eni ployee Relations, 

Charles loiter, manager: The Em- 
ployer-Employee Relations Department 
is concerned with the "people'" prob- 
lems of broadcasters. Our purpose is 
to make available materials and infor- 
mation which will help broadcasters to 
do a better job in this key area of 
management responsibility. 

In fulfilling this task, FF.RD is a 
service department for broadcasters 
and thus is unlike other departments 
of the Association. To the extent that 
we help solve their day-to-dav prob- 
lems, we are successful. If we are not 
helpful, we fail. 

There are many aspects of manage- 
ment's personnel responsibility. We 
try to help out in some of them. Our 
major effort is in the field of union- 




it's a matter of record! 

WCUE spins more pop platters, more 
often; plays the sweetest music, all day 
long. WCUE gives the home folks more 
news, more often; reports on their neigh- 
bors, brings the whole world into their 
homes. You're right on CUE . . . it's 
a matter of record. 

more MUSIC 
??i ore NEWS 
more OFTEN 



mcue 

Altroft't only independent .we're home folW 
TlM I.LLIOT. Praidcnl 

John E. Pcorson Co., Notional Rcprcscnla'ivcj 
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•• !#»/ Ideal Mlep 




says Bill Kennedy of 
Tcil Bates, New York 

"gives nic slraiglit infoniuition on his 
availabilities and his stations. " 




JEPCO I 

keeps in constant touch with its 
stations. Its weekly newsletter to all 
its stations is famous throughout the 
industry. Its salesmen are trained to 
know their stations, markets, and 
availabilities. They are trained to 
sell time as conscientiously 
as though they are the buyer. 



RADIO A. XI) TELEVISION ST AT 10. X REPRESENTATIVES | 

NEW YORK • CHICAGO » MINNEAPOLIS • DALLAS 
LOS ANGELES » SAN FRANCISCO 
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Charlie Davis 

Star of 

"Alabama Star Time" 

I I am to 2:30 pm, Monday-Friday 



Stars Sell on 
Alabama's 

greatest RADIO station 




Birmingham 



One of the station's best-liked an- 
nouncers, Charlie Davis hosts 3 Vi 
hours of recorded music, interspersed 
with news, weather and comment. He 
endears himself to his mid-day audi- 
ence of home makers by giving them 
music to "sweep by", and to give a 
lift to doing the dishes. His easy 
in.inner and excellent choice of plat- 
ters (lie's a musician himself) keep 
'em listening. 

You can SELL 

Your Products 
to Alabama folks 

If you TELL 

them on programs 
they enjoy hearing 

Represented by 

John Blair & Co 

Simthriflrrtl H r frn- trnt attVf : 

Harry Cummings 



management relations- -principally be- 
cause this is a highly complex area 
where mutual self-help is essential. 
Selection, training, compensation, staf- 
fing and organizational problems oc- 
cup\ an important share of our inter- 
est ami of our lime. Costs, particular- 
ly labor costs, are of real concern to 
station management and ihus are of 
concern to us. too. In fact, we are in- 
terested in all the administrative prob- 
lems of management — those problems 
relating to the performance of work by 
people. 

On the national srene. the depart- 
ment concerns itself with laws and 
regulations go\erning the relationship 
between broadcasters and their em- 
phnees, like the Wage-Hour Law and 
the Taft-Hartley Act. W here we think 
these laws and regulations issued pur- 
suant to them are oppressive or un- 
realistic, we work for improvement in 
the laws and better interpretation. *** 



RADIO PROGRAM SERVICES 

{Continued jrom jiage Oil 

execnti\es. Subject: '"What radio 
means to me. Listeners will compete 
for a whole raft of prizes (deluxe trips 
to Europe, Hollywood, etc.). World 
will provide outlets with plenty of pro- 
motional items (ear ,- ards, counter dis- 
plays, stickers, tags, streamers and so 
on) the\ can use in boosting and pub- 
licizing the contest. Stations w ill even- 
tually submit entries to show how well 
thev handled the contest loeally. The 
tie-ins of the contest aren't limited to 
material in the \\ orld Library, al- 
though of course World is stressed. In- 
stead, according to World executives, 
"the emphasis will be on stressing 
the power of radio today through a 
'lbg Little Man' visual identification 
s) mbol. 

AY7. 1 Thesaurus: The main stress at 
the Thesaurii'- exhibit will be on a 
merchandising [dan called "Shop at 
the Store with the Mike on the Hour," 
mentioned earlier. Ihesaurns will pro. 
vide special promotion kits, "voice 
track" recordings b\ Thesaurus stars, 
newspaper mats, tie-in stickers, deeals. 
and other aids. \t pies-time. Thesau- 
rus had 120 stations lined up to par- 
ticipate in the promotion, and more 
are expected to jump on the band- 
wagon at the convention. These sta- 
tions, in turn, have lined up merchan- 
dising displays, lie-ins and cross-pings 
with lo( al £iioier\ and drug outlets, 



and department stores. There aren't 
am prizes; the service is a continuing 
promotion designed to boost audience 

and revenue — for local radio sta- 
tion^ A> in the World promotion, the 
campaign works to Thesaurus' benefit 
because promotional announcements 
and gimmicks have all been prepared 
using the voices and faces of top-name 
1 hesaurus talent. 

\alionul Mtisitime has a tie-up with 
Lang-Worth, with whom it will share 
an exhibitor suite at the convenilon. 
Much of the Lang-Worth music has 
been transferred to big (14-inch) 
double-track tapes which will be han- 
dled as part of the Musitime operation. 

In addition to the tapes of "back- 
ground" music — which run as long as 
several lionif at a clip Musitime sells 
special automatic Ampex tape play- 
back equipment and other broadcast 
gear for fm stations. The package 
price for a tape franchise starts at 
some $75 per month: tape equipment 
start- at $750 and goes to $5,000 or so. 

W ith the aid of the tapes and special 
equipment, stations can operate for 
hours on end on a semi-automatic 
basis, freeing station personnel. * * * 



Covering lh« entire 
Northw*»| hem Spokane 



THE ONLY 

50,000 Watt Radio 

Between the West Coost and 
the Great Lakes. Gives your 
sales message the power 
punch it deserves. 

in just 14 weeks: 

71,495 

letters received on KGA's 
KASH BOX! Thot's a 14 
week average of 

5,106 

Potential Customers for your 
product through KGA! 
Contact; 

| Reps. : Everett-McKinney, lnc| 
New York, Chicago, 
Los Angeles, San Francisco 



Box 141 - Spokane, Wash. 
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Represented* 
Nationally 
hf 

THE 

HENRY I. CHRISTAL 
COMPANY 



DIFFERENCE 

between 

A PROGRAM SCHEDULE 

and 

A PROGRAM SERVICE 



A howling blizzard last March 27-28 dropped 20 to 30 
inches of snow over the 20-county area served by WSYR. 
Highways were blocked. Schools closed. It was one of 
those times when Central New Yorkers realized how 
much they depend upon radio . . . how surely they rely 
WSYR. 



5 KW 




on 



WSYR's locol progroms poured forth a steady stream of 
information about conditions in every city, village and 
hamlet in the orea. The voices were those of fomilior 
personalities who hove become, over the years, the 
trusted doily componions of o greot share of the 428,000 
radio families in WSYR's coveroge areo. . , r 

. . . Folks like Form Editor Deacon Doubledoy . . . Time- 
keeper Elliott Gove . »•-. Newsmen Fred Hillegas, Bob Nel- 
son, Rod Swift and Carl Zimmerman . . Jim Deline and 
His Gang . . Women's Editor Jennie-Belle Armstrong. 

WSYR's superior locol progrom service, performed by 
people who know — and are known by — the com- 
munities they serve, is o powerful reason for WSYR's 
commonding leadership in a morket with $2 billion 
buying power. 

NBC in Centrol New York 




Y R A C U S E - 570 KC 
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HERE THEY ARE! 

3 TOP RAKD 
transcribed 
RADIO SHOWS 




Foley and his Ozark 
Jubilee network 
.Stars with 
audience building 
appeal 



fed Foley Sw>* 



SURE CURE FOR 




Mirthful, musical 
variety plus the 
songs of the old 

Pea picker" 
himself 



Tennessee Efn'w 



LOST LISTENERS 




There's only one 
■'Smilev" and he's 
at his best in 
this show 



Smiley BufflrtfeSho* 



• iimt it-Mid .-.tai.s appealing for- 
mats designed lo captuie and hold the 
greatest number of listeners . . . network 
(plain, production . . . at low budget cost 
everything a sponsor wants ... at a 
price he can afford' 

FOR COMPFBTK INFORMATION 

about these 3 audience-getting shows, 
FRKK AUDITION DISCS and costs, con- 
tact: 

John B. Mahaffcy • E. E, Siman, Jr. 

RADIOZARK 

ENTERPRISES, INC. 
SPRINGFIELD, MISSOURI • PHONE 2-4422 



NEW YORK 



CHICAGO 

St«le 1 7491 



Minneapolis 

Lincoln S689 



DALLAS LOS ANGELES SAN FRANCISCO 

Proiprd Vfi Dunkirk 7-4 388 Sull«r 5S68 



Xew developments on SPOXSOIt stories 

SCO: Sponsor Speaks 




Issue: 



18 April 1933, page 128 



SllllJCCt! Confusion between network and Io- 
eal radio 



The tendency to judge radio on the basis of declining network 
billings while ignoring the more promising local picture has plagued 
the medium in recent }ears. 

One outstanding example was the headline "Fading Radio" placed 
by the 11 all Street Journal oyer a story about network business 
earlier this \ear. Trade reaction was sharp, indicating that radio- 
men are becoming hep to the problem and fast on their feet in cor- 
recting ill*" impression that webs are the sum total of the am medium. 

I!e>ult: the Journal ran a story by the same reporter on 29 April. 
The headline ''Local Radio" was followed by ''Many Stations Show 
Hometown Ad Gains." As if to show the\ weren't entireh wrong. 
1 he Journal ended the first headline deck with "Network Sales Dip."' 

Among those apparently responsible for the Journal's presenting 
I he full picture were lluph Ho ice, Jr., of WEMl', Milwaukee; Charles 
Ballhorpe of KITE, San Antonio, and the SRA. 

Balthrope's complaint to the financial paper paid off. The story 
started off with a phrase from a KITH billboard: "We confess, 
while you were away, we spent main pleasant hours with your 
wife." The billboard is located on the highway from San An- 
tonio's airport to the city and tells the traveling businessman in 
an intriguing way that KITE has his wife's car while he's on the 
road. The slor\ also mentioned that KITE, among other radio 
outlets, bad more business during the first quarter of 1955 than 
the first three months of last year. 

The Journal story summed up the trends that have been taking 
place in local radio during the past few years, such as the greater 
use of music, news and weather reports, increased merchandising 
services, announcement packages at night, efforts to establish am 
outlets as respected community stations. 

Among lliosc quoted in the story were Robert Leder, general 
manager, WINS. New York; L. R. Rawlins, general manager, 
k!)k\ ? Pittsburgh; Daniel W. Kops, vice president, WAVZ, New 
Haven: Tim Flliotl, president, WCl E, Akron; James Gaines, vice 
president. WOAI, San Antonio; Davis Myers, president, WFCM, 
Fil< libnrg. Mass.; VI. M. Rochester, general manager, KSEL. Lub- 
bock. Tex. 

Other stations mentioned were KCBC. Des Moines: KMI'C, Los 
Angeles: WOLF. Syracuse; KFMJ, Tulsa; WKAl\ Allentown. Fa.: 
WCAF. Philadelphia: W11D1L Boston. * * * 



THIS STORY DREW PROTEST . . 

Fading Radio 

Listener and Sponsor 
Desertions Spur Some 
Sharp Reshufflings 



NBC Readies New Weekend 
Program Format; CBS, 
ABC Billings Abo Dip 



Soap Opera Holds Rs Own 



By Josr.ru M Ci arow 



SO JOURNAL' FOLLOWED WITH THIS 

Local Radio 

Many Stations Show 
Hometown Ad Gains; 
Network Sales Dip 



Akron's WCUE Reports 10% * 
Rise Over 'j4; Tuba's | 
KFMJ Runs 8% Ahead | 



News, Music and Weather 'I 

— i 

By Joseph m. Culfoyue 5 

5tcP KfyQrttr Of THB 3M itt(T j}<v«*K*L .% 
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^ company 




This great food chain knows that 
WWJ-TV produces eye-catching programs; 
knows, too, that the station offers valuable 
association with other business leaders. 
That's why Big Bear is sponsoring "The 
Little Show" following "News by Williams" 
for Richman Brothers and Norge, and pre- 
ceding "Tonight" with Steve Allen's gilt- 
edged roster of participants. 

Hour after hour, day after day, one big 

name follows another on Michigan's First 
Television Station. You belong in this good 
company. For program ideas and availabil- 
ities, phone, wire, or write your nearest 
Hollingbery office or WWJ-TV direct. 



In Detroit . . . 
}o« Sell More 
on channel 



P.S. 



The lovely lady's name is Hellen 
Hartwick-a WWJ-TV discovery. 




ujuw-tv 

NBC Televiiion Network 
DETROIT 
Associate AM-FM Station WWJ 



FIRST IN MICHIGAN • Owned and Operoted by THE DETROIT NEWS 
• National Representatives: THE GEORGE P. HOlllNGBERY COMPANY 
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HAMS 



OIL 



,ri,\Mi|, ( julttidl Mark.t- AGFV A : Martin Rhode, Sac. 
i \tm i | < V s -!, IIKI'OR^ . Cardinal Markets sponsors 
Hi, ( .mlmal lluatiT on Thursday evenings from 7:30- 
L>:IHI I hi middle AO-second commercial was devoted to 
llu Made Rile Sausage Cn.'s special hams for Easter. 
lhiil\-oiie markets handled this special and reported that 
over 5.000 were sold, breaking all records in the area. 
This uas the first use oj television by the sausage com- 
pan\ . no other media iceie used, (.ost: >ir><>. 

kBI I n. "vum h i to. Calif. PROGRWI: Cardinal Theatre 



SPONSOR: Wynn Oil Distributors AGENCY: BBDO, L.A. 

CAPSLLE CASE HISTORY: For several years the Wynn 
Oil Distributors looked for a way to develop an effective 
advertising campaign in central California. After spon- 
soring Tabloid News on Tuesday, Wednesday and Fri- 
day from 6:55 to 7:00 p.m. for several weeks and then 
at 6:25-6:30 for a total of 13 weeks, safes increased 70%. 
The commercials were done live by the local Wynn sales 
manager. The Y^-week schedule cost $2,730. 



k'JEO-TY, Fresno, Calif. 



PROGRAM: Tabloid News 



TV 

results 




SPONSOR: Capitol Pontiac Co. AGENCY: Direct 

CAI'SFFE CASE HISTORY: The Pontiac dealer for 
Springfield, Capitol Pontiac, recently assumed sponsor- 
ship of a Saturday night feature film program. The Sun- 
day morning following the first announcement (live com- 
mercials are used) over 300 people were in the car lot, 
although it did not open until Monday morning. The 
general sales manager reports the placement of 10 orders 
for neic and used cars, a total sales volume of $20,000 
and 19 prospects. The cost of the show (no other adver- 
tising teas used ) was $450. 

W1CS-TY, Springfield, 111. PROGRAM: Capitol Pontiac Pow Wow 



RELISHES 



RUGS 



M'OWlR: Mr-. S-hlorerV 



AGENCY : Favenson, Phil a. 



CAPSI EE C\>F HISTORY: ising one announcement a 
week on Fun House featuring Pete Boyle, Mrs. Schlorer's 
promoter a con lest. I i ewers are invited to tear out a 
Pete Boyle cartoon from the newspaper, color it and mail 
it to the short . \o purchase is required, but a bonus 
prize is awarded if a label is attached. More than 6.000 
entries were received after three announcements anil over 
50' 'i of them had brbels attached. Each announcement 
cost >260. 



\\ PI/. PliiU. 



PROCRUI: F 



Hons 



BLUE CROSS 



M'dNMII!: Minn. -..i.i lihi. ( ro- 



\(,IA(.A : Dim t 



CNpsMi, (\s| IIKIOIO: Minnesota Blue Cross, to 
tonirihiile lo highway safely, developed a Scolehlile- 
roafed version of their famous emblem lo attach to ear 
liumpeis as a safely reflector, the emblem it as offered 
on three noon newscasts, luo 10 p.m. neies reports. The 
first nun! brought in 551 requests. A week later the de- 
mand hail risen Id 565 ret/nests a day. l\ ilhin a month a 
tola] of 2 )..'!<)() had been delivered. 



\\ < < ' I 1 \ . Mi 



,1, 



I'. ml 



P1UM.R \M . \< WM-a-l- 



SPONSOR: Persian Rug Renovating Co. AGENCY: Direct 

CAPS CLE CASE HISTORY: Vqrtan Kirchukian, owner 
of the Persian Rug Co.. had a heavy inventory of do- 
mestic rugs and decided lo use WISE-TV to promote his 
summer sale. lie bought 15 announcements on various 
nighttime shows during one week. The cost of his televi- 
sion advertising (he did no other advertising) was $300, 
while his total sales was $0,000. Kuchukian commented: 
". . . we did a dollar volume 20 times greater than the 
amount expended for the advertising!'" 



\V1SE-T\ , Asheville. N. C. 



PROGRAM : Announcements 



CHARGE ACCOUNTS 



AGENCY: Direct 



SPONSOR: Sears. Roebuck & Co. 

CAI'SFFE CASF HISTORY: Sears was skeptical about 
television advertising when they bought a half-hour of 
the Saturday night Sunset Valley Barn Dance for six 
weeks. The commercials were devoted to encouraging 
people, to open charge accounts. The first week over 100 
new accounts were opened: the number increases each 
week. Sears' skepticism has diminished — they have signed 
for another 12 weeks. The cost of each show, including 
live talent of over 10 people, is $435. 

KSTP-TV, St. Paul PROGRAM: Sunset Valley Ram Dance 



Dig these CRAZV words of warmth 
from the "Biqf Freeze" 




INC. 



:7 . jj X*, 

April 8. 1955 



Mr. John H, Fugate 
General Manager, K_A T \ 
bZO Beech Street 
Little Boil Arkinni 

Dea r John 

Think yDu for your letter of congratulations. Naturally: bein^i elected 
President at The National Frozen Food Distributors AlDiUlion is an 
honor which pirate* me, largely because H causes letters like yours 

I especially appreciate your letter because the television industry and 
the frozen food industry were both born on the. dead run. and at about 
the same time. Each has helprd the othe r to grow to thriving propor 
lions, and will continue to do so, I'm sure, because both fields are 
bringing a better way of living to the people of Arkansas 

I believe that we were among the first (if not the very first) television 
users in Arkansas so naturally, television ha ■ meant a lot to us. We 
always rely heavily on it because it produces results. Of course, when 
I say "television", I mean KATV since I always think of KATV first 
whether I am thinking as one of your neuter one of your advertisers 

Thanks again, John, and here's hoping that television and frozen foods 
enjoy many more years of outstanding success 



Yours truly, 
VOCEL'S INC 

T — Sam M. Vogel 



G. — o Due--** •»*«•• 
Wticxs Gkii Ju<cs 




"Aw gee! Does he mean us?'' 

"Us, he does, son . . . Mr. Sam M. Vogel, President of the National Frozen 
Food Distributors /Woeiation tells ns that KATV has had a large hand in 
expanding the wonderful frozen food industry!"' 

"Man, those are real cool words from the Rational President! If KATT 
can help make a hot item out of such cold stuff . . . just think of what they 
can do for other advertisers!'' 

"That's because KATV is the hottest station in a real cool market, mhi . . . 
an advertiser just can't go wrong on KATV!" 



For the hottest deal in Arkansas see: 
Bruce B. Compton 
National Sales Manager 




Studios in Pine Bluff & Liule Rock 




CHANNEL 7 

.lolin H. Fugale, General Manager 
620 Reech St reel, Little Rock. Arkansas 



For t lie hottest deal in \ikansas see: 
Avery-Knodel, Inc. 
National Reps 



/ 

television kCW0«* 
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(i forum on questions of eurrent interest 
to air advertisers and their agencies 



Can a show with intense audience appeal 

backfire on the sponsor btj 
distracting too much from the commercial 




COMMERCIALS MUST FIT IN 

lly Victor Seytlel 

fire President in vharge of radio & tr 
Aiulersou & dairus. V. ) . 



>1 



I liis (] uestiou ob- 
\ iouslv canonl be 
answered in a 
f (> w w o r d s a * 
here arc so main 
facets involved 
lhat I doubl if 
a n \ o i] e could 
complete!) agree. 
In mam ways 
tlii> question is paradoxical because 
an\ program tliat lias the intense andi- 
etn c appi'al indicated l>\ the tjue-tion 
probabh would have a large and loud 
following. The important tiling, how- 
e\ cr. would ]>e to find a solution to 
die prolileiu if -ucli a silualion should 
exist. 

\ev erthele**. it is pos-ible that a 
piogiam with inlen*e audience appeal 
could reale a negative reaction for the 
client* proline I. However, 1 know of 
no iuiporlant examples thai exisl to- 
dav. a* agencies and sponsor- have 
heroine \cr\ ( mix ion- of atmosphere 
and coinpalahilits as theV concern the 
n lal inudiip of commercial content |o 
program eonlenl. 

In in\ opinion, the indnslrv ha* 
made I reuietnloits strides (eonsidei ing 
(Ik few droil war* thai have heeu 
n\ailahlei in ihc c rcating and produc- 
ing of lop guide commercial* 1 1 1 a I nol 
f oil \ *e|| I ) u ■ < lienl * produel. hut al 

the */IUie lime, have llle iiecc**ai'\ ill- 
gledieiits of *llo\\ iiian*hip. (iranled 
tlii* i- not alwav* < a*\ foi the agenrv 
wlio*c i lienl ha* a limited lnidgcl. hill 
die "ciH i ; 1 1 lone d{ i (iiniiicii ial*. holh 
"live .mi,| film, ha* shown lhat the 




industry is well aware of the faet that 
there must he eompatahility between 
commercial and program atmosphere. 

SHOW MUST CONDITION VIEWER 

lly Murray W. Grass 

Assistant Advertising Manager 
Hudson Pulp & Paper Corp., IS'.Y. 

As advertising 
men, we must 
eonsidei tv pro- 
grams as vehicles 
to deliver a sell- 
ing message to 
the viewing audi- 
ence. The effec- 
tiveness of the 
j) r o g r a in is 
gauged bv the sales which it produces 
per dollar of cost. 

\\ e hav e all experienced, or have 
heard of. programs with low cost-pcr- 
1.(100 home* reached which have failed 
in their primary objective - mas* 
movement of goods. Assuming the ex- 
istence of a sound and well-conceived 
copv platform and a "quality" audi- 
ence (dial is. one composed of indi- 
vidual* who are logical prospects for 
the sponsor s products) it is obvious 
lhat sale* snooes* depends to a large 
extent on the ability of the entertain- 
ment port ion to condition the viewer 
so he is receplive to a commercial. 

Iv viewirs fall into a wide group 
of calegnries. Included among these 
are the dispassionate viewer, the de- 
voted fan. and I lie intense viewer w ho 
i- ahnosl in a slate id psychic tension. 
I hi' la*l of these provides a very poor 
pio*pe< t. I he "interrupting" connner- 
< ial i* a minor traumatic experience to 
him. It shocks him out of the program 
en\ ironinenl into w hich he has pro- 
piled himself, and transports him to 



another world. Many individuals do 
not have the ability to adjust their be- 
havior to this rapid change in environ- 
ment. Accordingly, if they have just 
viewed a sordid scene and are then 
subjected to a commercial, their only 
thought about the product which they 
may retain is a sordidness from the 
program with which they are still emo- 
tionally involved. 

Even an "integrated" commercial 
delivered by the leading performer 
may backfire. This is so when the 
actor, because of the realism of his 
performance, has been cast by the 
viewer in a role which is completely 
alien to the product which he tries to 
promote. 

Unless the mental set of the viewer 
is sufficiently flexible so that it can 
readily adapt to the change from en- 
tertainment to commercial, the effec- 
tiveness of the selling message is con- 
siderably reduced. It appears, then, 
that the greater the degree of intense 
audience appeal and emotional in- 
volvement, the less the likelihood for 
proper registration of the commercial 
message, unless special techniques are 
developed to overcome this handicap. 

MAKE COMMERCIALS DRAMATIC 
lly Terry P. Cunningham 

Director of Advertizing 
Sylrania Electric Products, S. Y. 

It has been prov- 
en conclusively 
in a wide number 
of situations lhat 
advertising com- 
mercials must be 
as dramatic and 
attention - getting 
in their approach 
as die entertain- 
irecedes and follows the 




ment that 
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commercial. Today it is vitally im- 
portant that serious thought he given 
to the commercial lead-in. We con- 
sider this matter so important that we 
spend a great deal of lime figuring out 
ways to bring in the commercial. 

A show with a highly intense audi- 
ence appeal can distract the audience 
to such a degree to render the com- 
mercial almost ineffective unless very 
special attention is given to the tech- 
nique of leading-in to the commercial. 

One of the most successful methods 
we have discovered to dale is to study 
very carefully the last four or five 
paragraphs of the show script preced- 
ing the cut-in for the commercial. 
Many times these last few paragraphs 
will suggest a way of sliding into the 
commercial with a situation similar 
enough to the show ilself as to appear 
a part of the show script. 

This method can he used most fre- 
quently when commercials are live. 
It is a technique used, for example, on 
You Bet Your Life program in an 
extremely effective way in spite of the 
fact that most of the commercials are 
film. On Beat the Clock, commercial 
announcer Bill Shipley will pick up 
M.C. Hud Collyer's lines as though they 
were a part of Bud's script. Quite fre- 
quently, Shipley will walk onto the 
center of the Beat the Clock set and on 
some occasions he will actually carry 
on a conversation about the product 
with the contestant who is waiting to 
perform the next stunt. 

If there is a sudden drop off with 
a definite change of pace, you can be 
very sure you are going to lose a high 
percentage of attention value. Afler 
five years of broadcasting, I am con- 
vinced that commercials must be able 
to compete with your show if they are 
to produce results. 



Commercial must compete 

Though a sponsor may be for- 
tunate enough to have latched 
onto a topflight show, if he wants 
it to do the best possible job for 
him commercially he must blend 
his sales message into the show, 
according to SPONSORS panel. 
With a topnotch show the com- 
mercial problem is heightened, 
says the forum; it is then neces- 
sary to bring the commercials 
up to the level of the show so 
that they may successfully com- 
pete with the program content. 




HUNGRY FOR SALES? 

— then here's food for thought 
about Buffalo — 

WGR-TV is proved in survey after survey to be 
the "favorite" station. In the 24 weekday quarter 
hour segments from 6 PM to midnight, WGR-TV 
leads in 21. WGR-TV delivers your audience. (Pulse) 

WGR-TV Buffalo, completely serves the nation's 
14th largest market. Covers 447,938 "able to buy" 
homes in Western New York State plus a bonus 
of 407,619 Canadian set-owning friends. 



Serve yourself some safes 



sell Buffalo thru 



WGR-TV 



CHANNEL 




BUFFALO 

NBC BASIC 



representatives — Headley-Reed 

In Canada — Andy McDermott -Toronto 
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GENEVIEVE 
SCHUBERT 
Time Buyer 
jj Compton 
j i \^Advertising, Inc. 

says . . . 





"In the last 8 years 
we have placed lots 
of television business 
on WNHC-TV in every 
season of the year,,. 
Spring, Summer, Fall 
and Winter. The re- 
sults in the Southern 
New England cover- 
age area have been 
very successful. In my 
opinion, WNHC-TV 
does the selling job 
. . . expertly." 



Compare these facts! 

15 Count/ Service Area w 

Population 3,564,150 

Households 1,043,795 

TV Homes 934,448 

See Your KATZ Man 

Serving Hortford & New Haven orcoi 





agency profile 



U if lift in Bernbuch 

President 

Doyle Dane Bernbach, New York 



"One of the trouble^ with television is the fact that techniques be- 
come dominant over ideas." savs Bill Bernbach. 

A youthful-looking man in his forties. Bernbach works in a mod- 
ern, colorful office. As he talks, he's likely to point to some of the 
more memorable full-page color magazine ads his agency has de- 
veloped to prove a point, explaining how this or that print concept 
was translated into tv. 

"It's good advertising to integrate a theme with air advertising, 
window displays, print in order to multiply the impact. Our ap- 
proach to advertising lends itself to any medium. Essentially, the 
idea is. 'Don't trick a reader into looking at an ad.' By the same 
token, we don't use 'blind leads' in tv."' 

One particular ad\ertising campaign thai Bernbach cites as typical 
of the agency's philosophy is the Levy's Jewish Bye Bread advertis- 
ing. The print ads show three slices of this bread, the first one nib- 
bled at, the second half-eaten, the third virtually completely con- 
sumed. Main copy idea is that it's so good, everyone's eating it. 
In the tv commercial, one slice of bread almost covers the screen, 
until bites of it disappear and reveal the name Levy's. 

Today (lose to $3 million of the agency's $12 million over-all 
billings are in radio and tv. Hie trend, savs Bernbach, is toward 
eonliiuioiish increasing use of television. 

Bernbach's aim, for the agency, is "to grow onlv as fast as we 
can absorb the business." He feels that over-expansion can be a 
real danger in a service industry. The safe ratio, he feels, is eight 
to 10 people per million billings. 

'' \s an agency, here's how we feci: We have never given in to 
a client for the sake of keeping an account. A client lends to forget 
what he told you to do, but he looks at the results." 

Bernbach started the agency about five and a half years ago with 
two partners, one account (Ohibach's) and ^600.000 in billings. It 
was his second venture into agency-founding: a few years earlier, 
he. Bill Weinliaub and Paul Band had started the William Wein- 
Iranb \genc\. 

When nol hatching advertising ideas for his clients, Bernbach 
likes to gel away completely from writing. "I've found that adver- 
tising can he a wonderfnIK creative outlet. 1 feel no need for writ- 
ing nol-to-he-finishcd plays or novels. . . ." * * * 

SPONSOR 



A SNAKE IN THE GRASS 

is worth a shot in the dark 




A cowboy rounding up stragglers at dusk 
met a rattlesnake on a grassy mesa. He 
drew and fired just as the rattler struck. Both 
missed. The snake slipped on the damp grass 
and fell short by several feet; the shot went 
wide by two inches. 

The snake slithered away among inacces- 
sible boulders. The cowboy called it a night 
and made camp. At the break of dawn be got 
up and started a little target practice. Hearing 
a dry rattling sound around a bend, lie cau- 



tiously investigated, ft was tbe snake, prac- 
ticing strikes from damp grass. 



* * * 



Have you checked up on your competition 
lately? 



KGNC AM-TV 

^An^arillo 




NBC and DuMONT AFFILIATE 



AM: 10,000 watts, 710 kc. TV: Channel 4 • Represented nationally by the Katz Agency 
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BATON 

WATCH YOUR SALES 



w 




in the 
SOUTH'S 



fastest frow'nq 

market/ 



POPULATION 

1940 88,415 

1953 197,000 

RETAIL SALES 

1940 . . $ 20,251,000 
1953 . . . $184,356,000* 



Hie 
FIGURE? 



and 
TACTS 



RANKS 92nd IN EFFEC- 
TIVE BUYING INCOME 

HIGHEST PER CAPITA 
INCOME IN LOUISI- 
ANA 

WORLD'S MOST COM 
PLETE OIL CENTER 

CHEMICAL CENTER OF THE SOUTH 

DEEP WATER PORT 



To sec your sales reach their 
greatest heights in this rich 
petro-chemical market, select 
WAEB-TV, the only TV sta- 
tion in Baton Rouge, with 
programs from all 4 networks, 
ind our own highly-rated 
local shows 



F 
B 



Tom E. Gibbens 
Vice Pres. & Gen. Mgr. 

Adam J. Young, Jr., Inc. 
National Representative 



• Eait Balon Rouge Pari ih, Survey 
oj Buying Power, 19)4 



T 1 




(Continued from page 10) 

creases geometrically when such a tie is pre>ent. 

It is this group, smaller by millions, hut more explicit by 
all the adjectives in Funk & W agnails that causes the ma- 
jority of headaches superimposed upon those actually neces- 
sary to tv. 

Give a distributor or dealer or plant manager in Ele- 
phant's Breath, Arkansas, a seven dollar a week participa- 
tion, out of his own budget, in a televi>ion program and you 
have transformed the man into Brooks Atkinson. Suddenly 
his knowledge of aesthetics, electronics and the procedures 
of star-hooking is worthy of attention at every bar in town. 
Certainly a letter or two to the home office is in order. Tf 
you're within earshot or where the mail.-- can reach you. 
brother, you're going to hear him out. so be prepared. 

Gentlemen, and their ladies, whose whole lives have been 
devoted to making erisper doughnuts or j-elling lawn mowers 
are suddenly taken with their savvy about the quality of tv 
humor and the intricacies of plotting situation comedy. Their 
knowledge concerning the relative merits of laugh tracks and 
the clarity of kinescopes would put both Pat Weaver and Dr. 
Du Mont to shame. 

For years now Fve been unable to figure out what I'd do 
if I ever retired. The prospect of spending a life of leisure 
was one that held very little appeal. As of this moment, 
though. Fve found the answer; hence, I am now working 
de-perately to achieve a wealthy state of unemployment. 
Having achieved this, I shall tour the country in a large 
trailer, dropping in al every pofsible kind of distributor and 
local businessman to spend a few hours w ith him. telling him 
what the heck is wrong with his product, his method of pro- 
duction and his selling techniques. The le» I know about 
bis operation, the more specific my comments will be. 1 am 



going to have a wonderful time! 



★ ★ ★ 



BATON ROUGE, LA. 



Letters to ISoh Foreman «i«<* n?t*l<*«nic»il 

Do yon. always agree with the opinions Bob Foreman ex- 
presses in "Agency Ad Libs?"' Bob and the editors of SPONSOR 
would be happy to receive and print comments from readers. 
Address Bob Foreman, c/o SPONSOR, 40 F. 49 5/. 
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LOOKING? 




If you're looking for the key to the 
biggest TV audience in Kentucky 
and Southern Indiana 

CALL YOUR REGIONAL DISTRIBUTORS! 

Ask each, "What Louisville TV station 
do you and your friends prefer?" 

Try it. You'll open the door to a clear picture of 
viewing habits in this area. 



WAVE-TV 



CHANNEL < LOUISVILLE 



3 



FIRST IN KENTUCKY 
Affiliated with NBC, ABC, DUMONT 




|INI*C| SPOT SALES 

Exclusive National Representatives 
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WLBC-TV 
MUNCIE 
INDIANA 



V 



ZV/i hours per week 




Muncie is 1st 
in the nation in 
HOURS PER WEEK 
SPENT VIEWING TV 

WLBC-TV is 1st 
choice in 
MUNCIE FOR 
TV VIEWING 



They really ga far TV in Mun- 
cie as praven in a recent na- 
fion-wide survey made in 34 
cities by the American Research 
Bureau. The average Muncie 
family spends 31 Vi haurs per 
week watching television . . . 
more hours per week than any 
other city I WLBC-TV leads in 
Muncie according ta the No- 
vember A.R.B. Report, telecast- 
ing from 7 A.M. ta 11:30 P.M. 

CBS-NBC-DUMONT-ABC NETWORKS 




CHANNEL 

49 



MUNCIE, INDIANA 




/TT\ 
W 
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[Continued from page 26 1 

a national -ales manager and a national promotion manager 
( both of which it had) . 

Chris fingered Dick for the job. and Dick has evolved some 
pretty basie approaches as to what the new job calls for. 

'"Following through." says Dick, "on Chris' idea that the 
only product broadcasters have to sell is programs, I came 
to the conclusion that programs, fundamentally, are just one 
thing: ideas. I've tried, therefore, to create a continuing 
climate of creativity at all our stations throughout all of our 
programing personnel, from cameramen, directors and an- 
nouncers to program chiefs — a climate in which ideas can 
flourish, both quantitatively and qualitatively. 

""Among the specific ways we developed were: First, our 
own Program Seminars. The first one was for radio only. 
\i\s[ November; then this tv and film seminar you attended, 
plus a one-day session held the next day for program mali- 
nger* and production supervisors of live shows.'" 

Dick is planning two radio and two tv seminars per year 
as a regular schedule. It might be interesting for me to point 
out just how far Westinghouse goes in listening to pitches 
from "outside program men.'"' On 11 \pril. from 9 a.m. to 
5 p.m. exactly 1 1 tv film pi ogramers had an opoprtunity to 
address the WBC boys. They were Sy Weintraub of Fla- 
mingo. Jake Keever of NBC TV Film Syndication, Milton 
Gordon of T\ Programs of America, Don Kearney of ABC 
Film Suulicalion. Aron Beekwith of MCA-TV, Dave Savage 
of Guild. Fd Hall of Vitapix. Cv Denegan of UMM. Bill 
Fdwards of CBS TV Film Sales, Herb Jafi'e of Official and 
\l Goustin and Burl Lambert of Zi\. 

Tho-e 11 represent a pretty substantial picture of the tv 
film product around at the moment, and von nia\ be sure 
the \\ cslinghouse guvs had as good an idea of what was 
a\ailable and how and why the) ought to Use it, as anv group 
of station men in the country In the time they got through 
dial Monday evening. 

Just to make Hire the boys don't miss loo much between 
seminars Dick has just hired Bill Kaland. and one of Bill's 
jobs is lo sci up a Iv film (dealing house, which will be eon- 
Iribiilcd lo by WBC headquarters men as well as all WBC 
film bn\crs and program managers. 

This kind of careful attention to programing obviously 
rebounds lo the benefil of broadcast advertisers. Lots of 
stations, of course, beside \Y BC. do it, but lots more could 
do lots more of it. * * * 
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SPONSORS WARM TO AP 

Because . . . it's better 
and it's better knoivn. 



"Plane 
Down 



On my way to find it. 



// 



Case History No. 8 

Jason Pate, General Manager of 
WASA, Havre de Grace, Maryland, 
had just finished a sandwich at his 
desk when the call came shortly after 
1 p.m. 

A plane had crashed near town- 
no details. 

Pate yelled to News Director Bob 
Gray to get ready with the portable 
transmitter. Then he called The AP 
bureau in Baltimore. 

"Plane down," he reported. 
"On my way to find it." 

By 1:25 p.m., WASA had aired 
the first spot broadcast that a plane, 
apparently blinded by ground fog, 
had crashed into the Susquehanna 
River just off Havre de Grace. 

Twenty minutes later, searchers 
made their first find. Pate hurried to 
the nearest telephone. 

"They've found a C.A.P. cap float- 
ing in the river, and several tickets 
to an air show we had up here," he 
told The A P. 'it could be the C.A.P. 
plane that was searching for another 
plane that disappeared yesterday." 

Small boats dragged the river for 
hours. The light was beginning to 
fade when one of the craft dragging 
the bottom hooked the wreckage. 

Pate called The AP while Gray 
kept WASA's listeners informed. 

A crane hauled the twisted mass 
near the surface but was unable to 
hoist it clear of the water. Even so, 
two persons could be seen strapped 
in the open cockpits of the two- 
seater. The victims were identified 




JllvOll I'aW 



Kolx-rt Gray 



tentatively by C.A.P. personnel. 

Pate called The AP, and Gray 
broadcast another bulletin. 

Then, a floating derrick lifted the 
craft from the water, and positive 
identification was made. 

By 6 p.m., WASA had the story 
wrapped up for its listeners and, 



through The AP, in the hands of 
every other AP member in the area. 

Jason Palo ami Holt Cray 
are tiro of the many thou- 
sands of active newsmen 
who main' The AP better. . . 
and better known. 



If your station is not yet usmi; 
Associated l'ress service, your AI* 
Field Representative can give you 
complete information. Or write — 



Those who know famous brands. ..know the most famous name in news is IP 
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Salt Lake radio has areater 

Five Salt Lake City radio stations 
sponsored a Pulse survey to determine 
the strength of radio advertising com- 
pared to newspaper advertising. The 
remits, according to Pulse President 
Dr. Sydney Koslow. show that radio 
e\erl> a far greater impart than news- 
paper. 

Stations K ALL. KD"\ L. K\AK, 
KSL. and Kl TA announced the re- 
suit.- to a group of more than 100 
radio. agency and business executives. 
The importance of the survey is "that 
for the fir>t time a newspaper adver- 
tising rating survey was made on iden- 
tically the same basis as a radio snr- 



iiifjMH't than ii€»ir.V|*«ji€*i* ads 

vcy," stated Dr. Roslow. 

He cited figures from the survey in- 
dicating that radio advertising had a 
much higher recall than the print ads. 
Summing up, Dr. Roslow stated, "the 
point 1 feel this survey makes is that 
you just don't get big numbers of read- 
ers on an individual newspaper ad. " 
The survey found that though 96.9 f /< 
of all homes polled read one or both 
of the papers available, that did not 
result in an) ad being noted by any 
large proportion of readers. 

Dr. Roslow declared "Radio is a 
dvnamic. live medium in I tab.'* * * * 



Hudio success stories aiven oiS'beat touch in WiJtT booklet 



WAIT, Cedar Kapic 
booklet ca 



1a- 

1s 



an offbeat 
Reliev ing"' 



with a light 
example, is 



ed "'Hearing 
which gives radio results 
touch. One story, for 
called "It Isn't Just the Sentiment. " 
is described as "a mov ing storv about 
plain, ordinary people . . . good peo- 
ple, wholesome people . . . not a fat- 
head in the bunch." 

Here's how the storv goes: 
"The average Glenn Miller fan is a 
quivering wreck after the first three 
bars of "Sweet Kloise'" and a similar 
thing happens to the average business- 
man who can t shut his ca-li drawer 
without spilling twetitie-. 10 meld 
these emotional phenomena and realize 
a few coins for our own ditty bag. 

\ or f tdk ICC'/l fn(»«' sales 
rise after tv promotion 

" Television Sen icemen's Week ' was 
iecenlly heralded in Norfolk by the 
UCA Tube Department in a nine-day 
all tv campaign over \\ VEC-TY. Thev 
put on <!0 announcements pins 300 
I.D.'s featuring a statuette symbolizing 
the (v and radio serviceman. The Nor- 
folk campaign was pail of a nation- 
wide one bv KCA with an identical 
theme. 

The ihrme of the campaign wa- the 
rc-poti'-ihilitv and integrity of the sci- 
v icemen. Orifdnalh , the campaign wa« 



WMT's Ford Roberts devised the two- 
hour Glenn Miller extravaganza. So 
we line up five record dealers to eo- 
sponsor the show w ith RCA and it goes 
on the air. This is on a Saturday af- 
ternoon. 

"That same afternoon — while the 
music is simmering — one of the five 
dealers sells all eight of his Glenn Mil- 
ler albums at $24.95. Also, be is club- 
bing ofT teen-agers who want to buy the 
cheaper singles and putting out brush 
fires, which are caused bv the teeth- 
gnashing of the irate who came late. 
The other dealers got a good response 
too. and ah. the bitter irony of it 
all so did some dealers who were not 
even mentioned. * * * 

scheduled to be a co-op venture by five 
local distributors and RCA. via news- 
papers \\ \ EC-TV offered such a coin- 




"NATIONAL * TELEVISION 
S£BV/C£MENV WEfJ/" 

Tolcvision Sorvicoman's Wpel used such I.D.'s 



plete package, that the plan was di- 
verted to tv with exceptionally fine re- 
sults as typified by dealer statements. 

Harold L. Lean, sales and promotion 
manager for the Radio Equipment Co., 
wrote to the station thanking them for 
their help. He stated in part, **. . . 
therefore, we may assume that the 
ofler of tv spots to our dealers in lieu 
of advertising in other media provided 
us with a margin of 20 to 25T over 
other RCA distributors in the Norfolk 
area. . . . 

. . We believe that sueh an ac- 
complishment is noteworthy even in 
the tv industry , and we are quite proud 
of it. Therefore, we thought that you 
and your organization should be no- 
tified and credited for the grand job 
that was done."' ★ ★ ★ 

Krieily . . . 

Normally when a radio station has 
to shut down temporarily for replace- 
ment of equipment, they announce 
something like, "we leave the air tem- 
porarily because of technical problems 
over which we have no control."' When 
KOLD. ^ nma, Ariz., went off the air 
for an hour to install new equip- 
ment. Jim Hawthorne, former Holly- 
wood comic who now owns the station, 
sold the time to a local sponsor. The 
sponsor, a local mattress dealer, got 
the benefit of several plugs during the 
week for "an innovation in broadcast- 
ing; one hour of absolute silence." 

Other Hawthorne gimmicks to liven 
up station breaks have produced sueh 
gems as "Attention flying saucers! 
This is KOLD, Yuma. We're friendly!" 
or "Stop staring at your radio! Turn 

it on! This is KOLD, in Yuma." 

* # * 

The unique flexibility of radio was 
effectively demonstrated recently by 
Shreveport's KENT when thev broad- 
cast a lunch hour bank robbery almost 
as il happened. 

A man entered the bank at one of 
its busiest hours and told the teller that 
he bad a bottle of nitroglycerine that 
be would drop if he didn't get the 
money he demanded. The teller band- 
ed over $1,300, and the bandit fled. 
\s he raced from the bank, two police- 
men took out after him. 

\ hank customer called KENT and 
in a few minutes, Rob Shiplev, news 
director, was on the scene with a re- 
mote telephone hook-up to broadcast 
the news. As Shiplev was broadcast- 
ing, the police brought the captured 
thief back to the bank and Shipley 
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described and identified t he man for 
the radio audience. The entire story 
was wrapped up within 10 minutes af- 
ter t lie robbery had been committed. 

The broadcast was tape-recorded, 
and it was played back after Shipley's 
regular 12:30 p.m. newscast. Station 
officials commented that no other me- 
dium could have covered the event so 

thoroughly or rapidly. 

* » * 

Viewers of KLOU in Portland, Ore. 
don't have to consult their program 
guides to find out what they can watch 
on Channel 12. All they need do is 
watch (he "KLOR Hand Wagon Bus.'' 

The station has made arrangements 
with the transportation companj in the 




Specially painted bus plugs KLOR tv shows 

city to turn one of their buses into a 
rolling programing reminder. A regu- 
lar commuter bus, painted light blue 
and red, carries the station's call let- 
ters plus cards promoting individual 
shows. 

* * » 

The United Stales Brewers Founda- 
tion has formed a council to "assure 
continuance of the highest standards 
of advertising among beer companies" 
by reviewing commercials that are ob- 
jected to on the grounds that they are 
detrimental to the induslrj at large. 

The panel was formed to safeguard 
the standards of the advertisements 
over air media as well as those in 
print. I'rimarih an ad\ isor\ group, 
it will strive to persuade brewers to 
modify advertisements lhe\ consider 

"inconsistent with the public interest.'' 

* * * 

KIKO, Seattle, actual!) rent? door 
space in a varietj of retail outlets and 
guarantees the advertiser that he will 
gel all the merchandising support he is 
promised, according to KIBO spokes- 
men. 

When an advertiser contracts with 
the station for a certain minimum 
amount of lime, he is guaranteed dis- 
plays in 65 super markets as well as 
other merchandising aids in stores and 
newspaper tie-in advertisements. * * * 
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BIG RESULTS FROM CHICKEN FEED 



I 



Iowa Farmers call their egg sale receipts "chicken feed" but this income alone excee 
the value of California's citrus crop. 

WOI-TV igets big results from M chicken feed" too. Lowest cost per thousand, highe 
Telepulse, maximum power and coverage add up to Channel 5 dominance in Centra 
Iowa. 




IOWA STATE COLLCDC 



WOI-TV 

AMES-DES MOINES 
CHANNEL 5 
lOO.OOC- WATTS 
CBS ABC DUMDNT 
REPRESENTED BY 



BEKINS ON RADIO AND TV 

(Continued jrotn ]>age 31) 

est number of "average" people so that 
they will connect Bekins with moving 
or storing at the right lime." 

The company's strategy: Bekins puts 
64% of its budget into radio and tv. 
mainly program sponsorship, in order 
to promote its service. Bekins himself 
guides the company's advertising 
(through Brooks Advertising Agency 
in Los Angeles) with the following 
philosophy: "The sponsor owes it to 
bis audience to entertain theni as well 
as to impress them with his commer- 
cial message, and so. wherever possi- 
ble. Bekins sponsors programs." 

Another 24 c /c of the budget goes 
into newspaper advertising, 12°!: for 
direct mail. 

Bekins is currently sponsoring two 
different radio programs on a 25-sta- 
lion lineup covering California, the 
Pacific North- and Southwest. One 
program is ffollyuood Music flail, a 
taped half-hour musical show, that the 
firm lias been sponsoring either live or 



taped mix e 1947. The othei is the 
Frank Goss Sews program three times 
weekly at 5:45 p.m.; both shows are 
on the Columbia Pacific Radio Net- 
work. 

In Ma\ 1954. when Al Brooks, agen- 
cy president and account supervisor 
for Bekins, bought this news program, 
he said: "Testing and surveys of 16 
markets showed that radio delivers 
audience at a lower cost-per-1,000 than 
television. This news program is aired 
at 5:45 p.m., a time calculated to catch 
the vast number of Westerners driving 
home from work and their wives who 
are (or ought to be) busy in their 
kitchens preparing dinner." 

Since October 1954 Bekins has also 
been sponsoring Ken Murray's Where 
Were You?, a syndicated half-hour 
MCA-TV package, in 16 tv markets. 
Bekins bought the show through June 
and expects to put it back on again in 
fall. Although it s been on tv for onl\ 
eight months. Bekins executhes say 
that the show has paid off l>e\ond their 
expectations in ratings and tangible 
evidence in the wa\ of mail and or- 



ders, a- well as proiin»e- from mam 
\iewers to use Bekins "when we 
move." I lie show gct> a famil\-t\pe 
audience, therefore fit- into Bekins" 
pattern of reaching as main "average 
people" as possible. 

From time to time, the Brooks 
agency ha* made map- oi booklet-offer- 
ings on the air in order to te««t the mail 
pull of radio and television. In one 
(est. made in 1950. radio pulled 12.000 
requests for a free Household Hints 
Booklet. Tv (with fewer station- 1 
pulled 6.000. 

Al Brooks has personalh bandied 
the Bekins account for Hi }ears. He 
frequenth discusses slrateg) and spe- 
cific bins with Milo Bekins, who super- 
\ises all advertising for the firm. How- 
ever, the account has been such a 
steady one in radio and t\, that the 
stations have come to regard Bekins 
as an advertiser who puts on audience- 
getting show>. Tin- attitude, combined 
with continuous te-ting. account- for 
the radio and tv ratings Bekins is so 
happy with. (It's interesting to note, 
incidental}* . that the a\erage Brooks 




I. \eic construction permits* 



CITY 4 STATE 


CALL 
LETTERS 


CHANNEL 
NO. 


0ATE OF 


GRANT 


EHP (kw)** 
Visual 


Antenna 
<«)••• 


STATIONS 
ON AIR 


SETS IN 
MARKETt 

(000) 


PERM1TEE. MANAGER. RADIO REP' 


TUCSON, ARIZ. 




9 


19 


Apr 


57.5 
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KOPO-TV 
KVOA-TV 


38,605 


Tucson Tv Co. 

0 E Ingram & Kathleen Ingram, owners 
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None 


NFA 


Gene T. Dyer, sole owr.er 


RENO, NEV. 
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KZTV 
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Nevada Telecstg Corp. 

Robert C. Fish, sole owner, pres 
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Basin Tv Co. 
Cescade Bcstg. owner 
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MT. HALEAKALA, 12 20 Apr 30 5910 $80,000 $42,000 None 

MAUI, 1 HAWAII 

CAGUAS, PUERTO RICO 11 20 Apr 2.67 1 177 $35,809 $60,000 None 



Maui Ptbl Co. Ltd 

J Walter Cameron, pres 

Anur Colonial E?r*tq Corp 

Ralph P<ri/ Perry >o!e pwr,vr. pres 
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Get the NEW 
STANDARD 

fou '55 




have 

advertising facts 

at your fingertips 

When you want competitive infor- 
mation about the leading business 
firms spending 95c out of every na- 
tional advertising dollar — keep the 
new 1955 STANDARD ADVERTIS- 
ING REGISTER handy! 

Here you'll find 11,000 leading 
advertisers with 60,000 executives 
lisied by title — the advertising 
agency handling the account — 
amount spent — extent of distribu- 
tion — over 15,000 brand names! 

Let us send you all the facts about 
the new 1955 "Red Book". A line on 
your letterhead will bring them to 
you by return mail. 
The Register Contains 



• The Advertiser. 
Address, 
Capitalization 

• Products Kith 
Trade Names 

• Coiporate 
Eiecutites 

• Advertising 
Manager 

• Sales Manager 



Printing Buyer 
Advertising Agency 
Handling Account 
Account Eiecutites 
Advertising Media 
Used 

Advertising 
Appropriations 
Character, Eitent ol 
Distribution 



THE AGENCY LIST 

Stondord tourco of informotion 
about 3,000 U.S. ond Conadion ad- 
vertising agonciet wilh dolo on 
I heir recognition, per tonne I, ond 
over 30,000 client*. Itiued threw 
limes o year - AGENCY LIST 
it port of STANDARD'S compile 
service or moy b« purchoied 
leparotoly. 

ff36 , Wri, « *°' <o'or*d 
i flu tiro tnd booklet 
Qtvtng full mformorian oboul ih© 
STANDARD ADVERTISING REG / 
ISTEft and Supp!»m«nlory S«r- / 
vie«t. tt't yourt for th» otking. C 



J, 



NATIONAL REGISTER PUBLISHING CO., INC. 
130 West 42nd St. 333 M Michigan Ave. 
Now York 36. N Y Chicago 1. Illinois 



ai count lias been with the agency 
slightly mer 12 years.) 

\1 Brooks first recommended radio 
(o Bekins in 1937. The company ex- 
perimented with an announcement 
campaign in Los Angeles, San Diego 
and San Francisco, liked the results, 
kept up the effort until October 1941. 
At this point the firm switched to a 
program buy. Bill Henry News, 5:30- 
5:4.1 p.m. on CBS, added two other 
markets Fresno and Saeramento. 
News programs had top listenership 
over the war years. Bekins kept the 
,how until 1948. 

Bekins liked radio, wanted to ex- 
pand its coverage. In 1947 the firm 
tried out a half-hour musie show, 
Hollywood Music Hall, on the ABC 
Western Network, and originating out 
of KGO. San Francisco. This show 
brought the kind of response Bekins 
was looking for. The firm expanded 
the orchestra from nine to 22 men, 
moved the program to a 25-station 
CPltA lineup Tuesday evenings. 

In 1953 the program was changed to 
a record show to make it possible for 
Bekins to fit television into its sched- 
ule. However, the program continues 
on the air between My Little Margie 
and the Jack Benny repeat, and the 
client is satisfied with the level of rat- 
ings it maintains. 

It actual!} took Bekins six years 
to find itself in television. Bekins 
took the plunge into tv with its two- 
hour sponsorship of the Pasadena 
Hose Parade on New Year's Day 194<°>. 
over K'fTV, Los Angeles. It was a 
one-shot, of course, and Bekins felt it 
was too early in tv history to follow it 
up with regular programing. Two 
\ears later, the firm sponsored a Sim- 
day afternoon show, /// Home With, 
the Harmons. 2:00-2:30 p.m. over 
K 1 1 J-T\ . then KF1-TV. A year on the 
show at the time indicated that day- 
time tv audiences in the area were still 
too meager to justify the cost. Bekins 
pulled out of tv for close to two years. 

In fall P>53. Bekins put The Holly- 
uood Music Hall on live over KTLA. 
Los \ngele--, showed kines in 15 other 
markets, Bekins tried the format as a 
half-hour l\ show through May 1951, 
but found that the same show delivered 
at a cheaper cost-per- 1.000 over radio. 
It wasn't until Ocloher 1954. when the 
firm honghl Where H ere You?, the 
half-hour Ken Murray film, that Be- 
kins fell it had found il> niche in tcle- 
v ision. 



\1 BiooL- feels that there are sev- 
eral reasons why the Ken Murray show 
is pulling belter ratings than the music 
show before it. Mainly, says he, the 
program has a broader mass appeal 
than a musical program has. Further, 
the fact that it's on film gives the 
agency more flexibility in placing it, 
and therefore a chance to get better 
time slots. 

Sometimes Bekins plugs its radio 
and tv shows in newspaper ads and 
direct mail, but mostly not. The firm 
figures the two media have to do the 
job themselves, with the substantial 
help being given by many of the sta- 
tions. In fact, the agency recently sent 
around a query, and found that almost 
e\ erv station carried program an- 
nouncements and newspaper ads to 
promote the tv program. 

Several (KTTV. Los Angeles; 
KPTV, Portland. Ore.: KPHO-TV, 
Phoenix: KIXG-TX , Seattle: KMJ-TV. 
Fresno; Kl DO-TV. Boise; KGO-TV, 
San Francisco: KFMB-TV, San Diego) 
reported various other promotion such 
as ads in program listings, publicity 
mailings to local newspapers. Over 
and above these promotions. KTTV 
also arranged for posters on the sides 
of the I'tiritas Water Co. trucks in Los 
Angeles, not to mention 150,000 Puri- 
tas Water bottle labels that now bear 
an announcement of the program. Sta- 
tions KING-TV and KIDO-TV sent 
out special mailings announcing the 
program, and KPHO-TV plugged the 
show in a widely distributed house 
organ. 

Bekin's 1955 budget represents a 
15 '/< increase over the $375,000 bud- 
get in 1954. Several factors contribute 
to the growing emphasis upon adver- 
tising. Bekins' leading regional com- 
petitor, the Lyons Van & Storage Co., 
also uses the air media for advertising, 
though to a lesser extent. This firm 
also uses a combination of announce- 
ments and programing. 

Here, however, are some of the fac- 
tors that contributed to greater empha- 
sis upon advertising in the industry as 
a whole: 

There are perhaps 4.000 firms today 
who are engaed in interstate hauling. 
These are, of course, rigidly regulated 
by the Interstate Commerce Commis- 
sion. Some 4.9 of them, officially desig- 
nated as Class I movers, gross more 
than $200,000 a year. More than 60% 
of the 1954 revenue of these top 49 
was accounted for by five giant coin- 
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The direction— of any- film is a complex procedure where experience plays an im- 
portant part in obtaining the desired/ effects. Ami so it> is in the film processing laboratory. 

At Precision, expert guidance through each phase ofj the processing operation assures 
producers, cameramen and directors the finest possible results. 

f 

All of which leads to another form of direction: West of 5th Avenue on JfGth Street in New 
York to Precision. That's the right direction for you wherever you are and whatever your 
film processing problem. 



1 



In everything there is one best . : .in, film processing, it's Precisi 
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FILM LABORATORIES 



I N C 



21 WEST 46TH STREET NEW YORK 36 s N.Y 



A division of J. A. Maurer, Inc. 
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i ~- \llicd \ .1 ii Lines. Inc.. of 
lirojdv lew , III. >38.3 million gross in 
19 > J ; Aero Ma\ flower Transit Co. of 
I ndinn i|>'>li> i >30 million gross in 
195 J-i; North \mrriran Van Lines of 
I ort \\a\ne; 1'nited Van Lines of St. 
I oui- and drew an Storage. Inc. l-ub- 
•ddian of Gn-v hound Bus Lines! of 
( hie ago. 

Bekins is one of main regional in- 
terstate moving and storage com- 
panies. Founded in Los Angeles in 
1895 with six hor.-e-dravvi) wagons and 
a one->tor\ hriek huilding. Bekins to- 
da\ owns 1.0(H) vans and 02 building*. 
It rails itself the world s largest inde- 
pondentlv owned moving and storage 
company. \t one time it had been an 
agent of one of the five interstate gi- 
ants mentioned above. today handles 
its own cross-continental relay system. 

Since movers, like railroads and 
trucker*, are a highly regulated serv- 
ice industry, (hey are not allowed b\ 
(he l.C.C. (o lake large chunk profits. 
In fad. the industry's over-all operat- 
ing ratio is up around 98.5' £, (hat is. 
every dollar of revenue represents 98.5 
cents of expenses. Because of this fac- 
tor, advertising budget* have been 



traditionally low in the moving busi- 
ness. 

In 1954. for example. Allied Van 
Lines spent $290,000 in national and 
consumer magazines. This year, be- 
cause of heightened competition, the 
company expects to spend between 
$350,000 and $375,000. This, despite 
the fart thai industry sources say the 
telephone directory still accounts for 
10 f 'r of traceable household moving 
ami storage husiness for most firms. 

"There is a noticeable increase in 
the use of radio and television in the 
household goods moving industry." 
says James C. Connell. advertising and 
sales manager of Allied Van Lines. 
Allied itself does not use network ra- 
dio or tv. but its agents use spot radio 
and tv. "The increasing use typifies 
the industry s growing enthusiasm for 
the airwaves." says Connell. "So far 
this year 65 of Allied Van's 040 agents 
are using spot tv, compared with 42 
last year. Similarly. 122 agents are 
buying spot radio, as against 70 in 
1951." 

Both North American and Aero 
Mayflower use network radio; May- 
flower spent about S450.000 in the me- 



dium last year, and reportedly spends 
at the same rate in 1955. In New York, 
some local and regional movers have 
used spot radio. "Bud" Brown, ad 
manager of Neptune Storage Co., New 
York (which calls itself one of the two 
largest individually owned moving 
companies, comparable to Bekins with 
its fleet of 300 vans) used local radio 
in Westchester about three years ago. 
Neptune, however, doesn't promote lo- 
cal household moving today; uses 
newspapers to stress commercial mov- 
ing. Lincoln Storage and Moving Co. 
in N'ew York, continues to place three 
oi more commercials weeklv on 
ew York, as they have done, 
for the past eight years. 

It's not surprising, however, that the 
two top \\ est Coast outfits, Bekins and 
its competitor, are far more aggressive 
in their advertising. In 1954 Cali- 
fornia ranked No. One among the 48 
states for the number of interstate 
moves, both into and out of the state. 

Industry research shows that com- 
petition for inter-state and long-dis- 
tance moving business has increased 
since World War II for several rea- 
sons : 

1. Decentralization of industries 
into less sensitive areas — This has 
meant a boom in the Far West and 
Southwest, particularly. Four out of 
10 moves last year occurred because of 
job changes within the same company. 
Three out of 10 interstate moves re- 
sulted from change of jobs to different 
companies. Furthermore, the people 
who re moving around these days are 
not migratory worker*, but middle- 
class persons, imminently qualified for 
paying the $318.21 average cost of the 
532-mile average move. Fight out of 
10 interstate moves last year were 
made by proprietors, salesmen, busi- 
ness officials and professional people. 

2. Decline in government business 
Just a few years ago, whenever a 

G.l. was transferred from one base to 
another. I ucle Sam sent along his fam- 
ily and household goods at govern- 
ment expense to keep up his morale. 
The Kisenhower administration cut 
this program considerably, by raising 
the requirements for getting your fam- 
ily moved on Uncle Sam s expense ac- 
count. This has heightened the com- 
petition among the big boys for the 
civ i 1 i an business. 

\ lot of the interstate haulers have 
fell the pinch from the government cut 
back. Allied has 26 r { of its trafiic in 
milium business. For the last four 
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years, its traffic lias been 21 to 26' < 
government-paid. North American Used 
to carry 15 r r military, now has only 
?>iV( compliments of I ucle Sam. Some 
of I lie smaller outfits, oddly enough, 
will he affected even more drastically. 
Shortly after World War II. Security 
of New Orleans had 80' < government 
hauls: \tlas carried 5() r < military 
husiness. 

These government cutbacks came at 
a time when operating costs have heen 
rising continuously. while l.C.C. 
damped down on profits. In the five 
years prior to 1953 Mayflower and 
Ore) \ an for example watched their net 
income dwindle though the gross reve- 
nue spinilcd upwards. In May 1953 
l.C.C. approved a l c 'c rate increase, 
hut the Class 1 carriers still showed an 
aggregate net profit of only $1.3 mil- 
lion for last year's $140 million gros*. 

Because of these factors, the indus- 
try as a whole has heen pushing up its 
advertising appropriation. * * * 



PROCTER b GAMBLE 

[Continued from page 33 1 

circulation the company wants. This 
means a parting of the ways between 
1'iwC and clay time t\. the theory runs. 

Willi at least one of these points the 
boy* on the eighth floor of Cincin- 
, na[i"> Gwynne Building are in agree- 
ment P&C is out for ratings. Said 
Gail Smith, associate manager of the 
advertising production division, who 
diicctlv superv ises all media and pro- 
graming activities; "We're after cir- 
culation. That means we want the 
best ratings we can get. For example, 
if we had 10 shows, we would want 
them to rate from one to 19 at the top 
of the heap." 

Hut as to any so-called long-range 
media aim. Advertising Production 
Division Malinger \. \. Halvcrstadt 
points out: "At P&G there is no such 
thing as one media philosophy as such. 
That is because we operate on the 
brand principle. Each of our brands 
has its individual operation, its indi- 
vidual marketing and advertising 
needs. 1 here are as many media 
point* of view, therefore, as there are 
brand*. Naturally, the media people 
try to serve the various brands the 
best thev can and bring to them a fund 
of common experience. Hut that is as 
far as it goes. We do not have gen- 
eral adveifising principles which are 



absolutely applicable to all products." 

Halverstadt explains that the ad bud- 
get for each brand is a fixed percent- 
age hased on the past year's volume 
and estimated volume for the coming 
year. The products which bought 
nighttime this season, he maintains, 
simplv had the extra money available 
for expanded tv coverage, and since 
they are mostly products which appeal 
to a wider group than the housewives, 
neded nighttime exposure. One of 
them. Pin-It Home Permanent, only 
went national toward the end of 1954, 
and entirely "new" money was invest- 
ed in its promotion. 

Whether or not there is a profound 
media strategy underlying moves of the 
100-nian plus advertising department, 
this \ ear's nighttime splurge appears 
indeed to be the result of a combina- 
tion of rather mundane factors, such 
as specific product successes, market- 
ing needs, organizational peculiarities, 
the dynamics of the competitive situa- 
tion and the restricted tv scene. It 
seems to represent an expansion of 
the need for advertising rather than the 
beginning of a major shift of money 
out of daytime tv or other media. 

The first, and foremost factor in the 
move to nighttime, is the ever-rising 
sales curve. Today Procter & Gamble 
stands at the peak of a 108-year ca- 
reer which has known little but steady 
growth. After 65 years of uninter- 
rupted dividend payments, the com- 
pany s consolidated gross sales for the 
fiscal year ending 30 June 1954 
equaled $911,050.0-19. more than dou- 
ble the $424,349,000 of its nearest 
competitor. Colgate-Palmolive Co. This 
year's volume may possibly put P&C 
into the billion-dollar company ranks. 

The significance for television of 
this continued growth is clear. Since 
P&G's advertising budgets always rise 
with sales, there should be an increas- 
ing supply of ad funds in the near 
future. And since the company's allo- 
cations to tv is roughly two-thirds, the 
total tv budget should wax in propor- 
tion. Soap, it should be remembered, 
is the most universal of commodities. 
The companies seek the largest possi- 
ble tonnage. This requires great vol- 
umes of advertising to the largest pos- 
sible audiences. Maximum circulation 
and high ad f requeue} are the aims: 
and for this its major medium is tv. 

Continued expansion in the use of 
television seems certain as new brands 
vie with old and with those of outside 
competitors for prime tv time. This 
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was. essentially the problem as 1054 
v, as drawing to an end — the question 
was how to get quickly into more 
likeh -looking shows that promised to 
delher large audiences. 

The show seurvh: Finding the new 
program was the job of Procter & 
Gamble Production*. Inc., a subsidi- 
ar\ established to service the radio-tv 
needs of the \arious brands. As an in- 
dependent legal enliU, P&O Produc- 
tions signs contracts, bins and sells 
broadcast properties, coordinate* the 
work of the seven agencies handling 
the brands, supervises the shows and 
production of commercials. Its tv head 
is \\ illiani Craig, its radio chief Wil- 
liam Uainsev. Both are known strictly 
as ••Bill" in the trade. They have 
seven lieutenants between them. 

When Bill Craig. Gail Smith and 
media director Paul llutlt came to New 
^ ork last fall to hunt for tv shows, 
the) were representing a group of spe- 
cific brands: Blue Cheer, a washday 
detergent: Lilt Home Permanent; Prell 
Shampoo: I'in-ll Home Permanent: 
(deem Toothpaste: Spic & Span, a 
cleanser for woodwork and walls. 

W hat complicated their problem was 
that simultaneously the brand mana- 
gers of all these products were pressing 
for good tv exposure. 

Note that four out of the six prod- 
mis listed fall into the toilet goods 
categon. which are sold to teenagers, 
career girls and working mothers as 
well as the housewife who is home in 
the afternoon. For this group the de- 
mand for evening time was inescapa- 
ble. However, the two P&G shows then 
running at night were earn ing their 
full brand complements. Gleeni was. 
in fad. alieach sharing The Loretla 
) on up, Show with Tide, which could 
l:ardl\ be expected to nunc out entire- 
Is. Nor was there any room on Fire- 
side Theater, which was earning Iron 
liar. Crisco and Spic & Span. 

New \ chicles were therefore the only 
solution. Gleam latched on to Jackie 
Gleason. Prell got This Is ) our Life, 
I ill copped / Love Lucy. Pin-It landed 
loppcr. Spic \ Span, a product with 
ielati\ el\ low frequence of purchase 
which apparcnth does not need the 
-•nine freqnenc\ of exposure as the 
hca\\-dut\ soaps, hitched an occasion- 
al ride on 1 he Jneliie (Reason Show, 

The major chunks of t\ time went 
to Cheer, whiih a P&C spokesman 
proudh claims to be number two in 
lite detergent field, tight behind the 



company V own Tide. (Nighttime has 
become important to volume washda\ 
soaps as well as to toilet products. 
Paul Huth told sponsor, because of the 
need to reach all homes, including 
those of working women.) The brand 
is sponsoring two shows: The Lineup 
and My Favorite Husband. 

After speaking at length with the 
men most directly involved in the pur- 
chase of these shows, Gail Smith and 
Bill Craig, SPONSOR has the impres- 
sion that the final schedule is the re- 
sult as much of accident as design. It 
is doubtful that there was any blue- 
print to begin with. 

As Gail Smith put it: "We were after 
circulation." and he emphasized the 
point with a wave of his omnipresent 
slide-rule. 

1 he danger of attempting to read a 
carefully planned media campaign into 
the present nighttime schedule is indi- 
cated by the strong possibility that the 
P&G lineup will look substantially dif- 
ferent next season. 

For example, the Jackie Gleason deal 
was strictly for the short haul, since 
the show is changing format and going 
under Buick sponsorship in the fall. 
Gleeni and Spic & Span will have to 
seek elsewhere. 

Pin-it, now sponsoring Topper, will 
have to seek elsewhere if CBS TV 
agrees with alternate sponsor R. J. 
Reynolds' desire to substitute the 
Mickey Spillane series. 

The home permanent, incidentally, 
got its first 1055 exposure via a two- 
month ride on Caesar's Hour. NBCT\ . 

It is common knowledge, too. that 
all is not well with My Favorite litis- 
hand CBS TV, which has not been able 
to get be\ ond the middle twenties in 
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This summer, four to five million 
people will spend their vacations trav- 
eling through New England's six great 
states. They'll spend about one billion 
dollars. And 67% of these people will 
be New Englanders. 

In addition to this vacation travel, 
New Englanders take to the road 
most every weekend during the sum- 
mer. Cape Cod, the White Mountains, 
the beautiful Berkshires, 5000 inland 
lakes and 2500 miles of ocean coast- 
line make New England a real sum- 
mer paradise within easy reach of 
New Englanders everywhere. 

There's only one media that can 
reach 'em wherever they go Radio. 
And the only radio voice that can 
reach 'em anyplace in New England 
is WBZ+WBZA. Special summer pro- 
gramming, plus hard-hitting audience 
promotion plans, will mean big sum- 
mer audiences for WBZ+WBZA ad- 
vertisers. Get the complete summer 
story from Bill Williamson, WBZ+ 
WBZA Sales Manager at ALgonquin 
4-5670 or Eldon Campbell, WBC Na- 
tional Sales Manager, PLaza 1-2700, 
New York. 





WBZ + WBZA WESTINGHOUSE BROADCASTING COMPANY, INC. 

BOSTON + SPRINGFIELD wbz + wbza • wbz-tv, Boston; KYW • wptz, Philadelphia; 

KDKA • KDKA-TV, Pittsburgh; WOWO, Fort Wayne; 
51,000 Watts KEX, Portland; KPIX, San Francisco 

KPIX represented by The Katz Agency, Inc. 
All other WBC stations represented by Frek & Peters. Inc. 
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the ratings race. \ possible casualty 
here could send Cheer as well search- 
ing anew. 

W ith the exception of the Gleason 
program, which P&C shares every 
week with oilier clients, all the new 
P&G shows are alternate-week sponsor- 
ships. This means that P&C ma}' not 
necessarily have first call on a time 
period should the show on hand prove 
unsatisfactory. The purchases, in other 
words, do not necessarily mean that 
P&C has staked out franchises. 

As one timebuyer close to the sub- 
ject explains it: "These buys are a 
recognition by P&G that it is no longer 
possible to build real franchises in tv. 
1 he networks a? is well known are in- 
sisting more and more on control of 
time periods and shows, furthermore, 
it is no longer realistic in the soap 
business to think in terms of estab- 
lishcd time periods tha' deliver lasting 
sponsor identification over the vears, 
for the simple reason that today prod- 
uct life is short. Sponsor identifica- 
tion for soaps with rare exceptions — 
is a foolish goal. 

The flexible character of the pres- 
ent P&C schedule is implied in the 
slated views of Smith and Craig on 
their program approach this season, 
l or a company that had lavished so 
much time and attention on its own 
film properties. Fireside Theater and 
The Loretta ) ni/rig Show, P&C has 
changed course by (II buviug into 
rather than helping to create proper- 
lies, by (2) accepting tv vehicles with- 
out the direct control which it main- 
tains over all previous shows. Kur- 
thermore, it could not be said that any 
of the new shows bore the P&G stamp 
as did those already going for the com- 
pany. That is. none of them are in 
the strictly feminine appeal category. 

Smith and Craig had to agree there 
is no program philosophy at work, no 
fixed standards which say a show has 
to he of am specific type. The concept 
is one of reaching the biggest possible 
family audience without concern for 
pinpointing the women who arc P&Cs 
customers. If P&C gets t he home at 
night, il reasons it has the woman. 

This accounts for the varielv of pro- 
gram content. It accounts for the ap- 
pearance of 1 he Lineup, a deleethe 
show, on the \'^C, roster. Ulhoiigh the 
program rates well, somehow it does 
not seem what one would expect to 
find P&G sponsoring, especially with 
a washda\ product like Cheer. Hut ap- 
pearances are deceiving. The show is 



opposite the NBC fights on Friday 
nights, gets a good female audience ac- 
cording to Pulse. 

To say that the 1954-55 schedule 
does not necessarily represent a fixed 
pattern is not to suggest that P&G's 
heavy wooing of nighttime tv is a 
short-term romance. On the contrary, 
the indications are that P&G is here to 
stay as a major evening advertiser. 
Actually next season s schedule may be 
even heavier that this vear's. 

Do not be surprised, moreover, to 
find ABC TV emerging as a serious 
contender for P&G billings. (Negotia- 
tions have been under way for some 
time, though no deals seemed to have 
been set at presstime.) 

I'AG vs. I'AG: Behind the growing 
demands of P&G product men for more 
tv vehicles lie two basic trends: the 
creation of new brands in the soap 
field: the expansion of the nou-soap 
product divisions. 

"Our business is a business that 
never stops going ahead," the company 
endlessly tells its 23,000 employees and 
49,000 stockholders. The essence of 
the soap advertiser s problem is the 
o\ er-powering reality of product 
change. It is but eight vears ago that 
the first effective heavy duty detergent, 
I ide. was introduced nationally. Yet 
today, total detergent sales are greater 
than those of washday soaps: soap 
volume fell 10-15'* again last year, 
while detergent sales continued to 
mount. 

In P&G s case the transition can be 
symbolized by Duz. Remember when 
the slogan "Duz does every thing" was 




" — no need to worry about juvenile 
delinquency, Dad — I listen to KRIZ 
Phoenix all day long." 
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1000 more definitions than 
ever before — 2200 in all! 
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The 2200 television terms defined in 
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Li_l 



Nnme 



i tic 



company 

Address 

Citv 



□ Poyment enclosed 



Zone 



□ Bill me later 



State 



□ Bill compony 
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BEATS 

EM ALL 



According to 
Morch 1-7 
Te/epu/$e, 
KTVH hos 
15 of fop 
15 week/y 
ond 9 of 10 
fop mu/fi- 
week/y shows 



"Windy" invites you to join the "Blue Ribbon" 
list of advertisers now taking advantage of 
KTVH's dominance of the TV audience 
in the rich mid-Kansas area. Do it now— by 
contacting a KTVH representative, today! 



VHF 
240.000 
WATTS 



KTVH 

HUTCHIWiON 



CBS BASIC— DUMONT 



CHANNEL 



12 



Repreienled Notionolly by H-R Repretentotivei, Inc 

KTVH, pioneer station in rich Central 
Kansas, stives more than 11 important 
communities besides Wichita. Main 
office and studios in Hutchinson - , office 
and studio in Wichita (Hotel Lassen). 
Howard () I'eterson, General Manaper. 




Quad-City 
Employment 
is up and Steady! 

Employment at the large farm im- 
plement plants and at some 300 
other factories is keeping pace 
with increased production sched- 
ules. Forecasts of a busy pros- 
perous 1955 in the Quad-Cities 
have materialized into an active 
buying market of '/) million peo- 
ple. 

The Quad-Cities offer you a good 
marketing opportunity. WHBF is 
"The Quad-Cities' Favorite". 

• 

CBS FOR THE 



i 
i 

i 
i 
i 




hoard from coast to roast? Today, it 
shares one CBS TV serial with Ivor) 
ria'se>. while Title ami Cheer get the 
big nighttime treatment. 

So important ha< new product de- 
velopment heroine in the destinies of 
the snap companies, for example. 
Procter K Cumhle huilt the Miami 
\ alle\ Laboratories, stalled it w ith 110 
graduate chemists and engineers, 
equipped It with the latest and most 
advanced tools of research. How much 
the company expects to learn on the 
new laboratories is clear from Board 
Chairman Richard It. Doupree's em- 
phasis on the importance of product 
de\ el op men I : 

"1 don't know how many of us 
realize the constant change that is 
going on in 1) rands on the market. 
Better than half of the business of the 
company in household products today 
is in brands that were not even on the 
market 10 \ears ago. 

"'Some of our newer brands such as 
Tide. Cheer and Cleem. have shown 
remarkable strength, but the point I 
am trying to make is that no brand 
can stand still. It must either move 
ahead or drop behind, and we must 
always be alert to manufacture brands 
that continue to have a greater appeal 
to the housewife." 

Clearly, as brands come and go. the 
advertising patterns employed must 
change accordingly. 

Perhaps the most important stimulus 
to greater brand proliferation is the 
concept of competing brands within 
the PXC family. This concept arises, 
say soap experts, out of these market- 
ing factors: 

1. The almost static consumption 
Uvel. It may he true that total soap 
and detergent sales (excluding hand 
soaps) have risen, from 1 .85 1,000,000 
lbs. in 1909 to 3.959.1 )()().( )()() lbs. in 
1952. But the population has also in- 
creased, from 90.700.000 to 157.000.- 

000. 1 he per capita use figures tell 
the revealing slorv . In 1909 it was 
19.2 lbs. In 1919. it was 21.2. Hj last 
tear it had mil) risen a In' lie to 21. 1. 
I hits there has been no hig increase in 
per capita use for over a generation, 
i Figures from The Woeiation of 
American Soap and Chceriu Pro- 
ducers. I in-. I 

2. Growth ( antes through competi- 
tive adeanUige, heating aside the fa' - - 
tor- of population in* Tease. you can 
ciih <l<i a lugger business for \onr 

1. rand 1>\ luring customers awav from 
another brand. ( That's the inevitable 



consequence of the pei capita r»ales 
figure noted above. * 

3. 7 here's little brand loyally. Soap 
advertising over the years has condi- 
tioned the American woman to look 
for new developments. She i> a horn 
experimenter, and often wonderfully 
responsive to couponing. Realistically, 
you cannot rely on her continued prod- 
uct loyalty . but must as-uine that 
sooner or later she will fall for the 
l'landishments of a competitor. It 
might as well he your brand, therefore, 
that .-he snccoinbs to. So long as you 
arc "losing business to yourself " vou 
are not losing patronage. 

4. ////y one brand reaches a satura- 
tion point. There is a level at which 
additional promotion for a giv en brand 
does not produce a sales increase 
economically enough. You may then 
be belter off to start a new brand from 
scratch. It may. in other words, be 
cheaper to obtain the same volume 
increase with a new brand that starts 
from zero than to raise sales of the 
established brand further. 

5. Your competitors add to the 
pressure. Naturally, your competitors 
are subjects to the same marketing 
conditions and will find it advisable to 
apply similar solutions. In the end 
competition simply grows more fierce. 

Under such conditions, the aim it 
high total tonnage. Here is how it 
might work out in a specific instance. 

Let us say that in a given market 
Colgate's FAB is number one. P&G's 

Fide number two. Lever's Rinso 
number three. Along conies P&G with 
a new detergent. Cheer, which it pushes 
heavily. Cheer catches on. takes cus- 
tomers away from the three leaders. 
It may be fourth in volume, but its 
sales together with those remaining to 
Tide may be enough to give the parent 
outfit, 1\\C. total volume leadership 
of that market. 

An actual case of this kind might 
be in the making in the toothpaste field. 

\t the present time. Colgate leads 
nationally . followed by (deem, with 
Pepsodent probably third. P&O will 
shortly unleash a new dentifrice na- 
tion o 1 1 \ which is now being market- 
tested in three areas. Since it is a 



THE EASIEST WAY 
TO SELL THE BIG NASHVILLE 

NEGRO MARKET 

USE ALL-NEGRO STAFFED 



WSOK 



SPONSOR 



WHBF;; 

TEICO MLOINfi. I0CK HUMP, KUMMf 
hjrftiilid If Atir^IfiJil, tar, A 



In the Public Interest... 




Lung cancer operation in Atlanta performed before WSB-TV viewers 






Monday evening, March 28, thousands of South- 
erners sat tense before their teJevision screens 
observing the surgical removal of the diseased 
lower left lobe of a man's lung. 

The Fulton County Medical Society and the 
American Cancer Society, Georgia Division, 
selected WSB-TV to document this the first 



"live" television account of a local operation 
for a lay audience. Purpose of the program was 
to emphasize the importance of early detection 
and treatment of lung cancer. 

When adequate and professional television 
assistance is required by local interests it is 
worth noting that their first choice is WSB-TV. 




The great Area station of the Southeast 



ATLANTA 



NSC affiliate. Represented by Retry. Affiliated with The Atlanta Journal and Constitution. 
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. i If toothpaste which l'\G is cx- 

■ Idl to pu-h \er\ hea\il\ the cop\ 
Lut'orm i- \er\. ver\ strong, wa- 
-i>o\-()K- ini|ir< — ion it might, along 
mill (deem, put PSG in the nmnher 
iic \ohnne «|)n| in variou- markets. 

I roiii an over-all tonnage -.(mid- 
point. PXG i- the acknowledged na- 
tional leader among soap companies-. 
-ro\son an informed estimate that 
i ate- its diare of the market a.- high 
a- (>.V , in tlie heavy-dutv , wa>hing 
product held. 

lint the competition ne\er bleeps, and 
l\x<- cannot alTord to sleep either. \s 



a former -oap man puts it: "' I he profit 
per box is tiny. You can get killed 
hefore \ ou know it. 

The soap funis keep < lose tabs on 
each oilier. The\ like to play cag\ . 
hut will admit when pressed that each 
has a good idea what the other is do- 
ing. e\ ci \ detail of broadcast sched- 
ules, and -o forth. \nd they chock 
sale- n-ing the same source - \ieUen 
Food and Drug Index. 

Tv fivmrth: From P&G's Drug Prod- 
uct- Di\i*ion. eslablisbed in 19.3 will 
come main of the products of tv s 



future. Hoard Chairman Hit bard 
Deupree. summing up last year's ex- 
perience, explains: "In our Drug Prod- 
uct- Division, we have continued to 
progies- and ha\e been particularlv 
fortunate in the marketing of Gleem 
Toothpaste, which lias won a ver\ 
good acceptance around the countr\, 
\\ e have every reason to believe that 
this Drug Products Division should 
continue to grow and assume an im- 
portant part in the earnings of the 
company." 

Of the 29 brands now nationalK ad- 
vertised on tv and radio, seven fall 
into the drug or toilet goods categorx. 
And of -ix under market test at the 
present time, two belong in this group. 

'Ibis testifies to an important shift 
in P&G interest. That interest is doubt- 
less heightened In the fact that the 
profit margin for a toothpaste,, for ex- 
ample, is considerably higher than 
it is for a packaged soap. How much 
of present company sales is represented 
by the drug division is kept under 
wraps at Cincinnati, hut there is no 
question that the dollar volume is 
.sizeable. 

How innacurate is the view that 
P&G is just a soap company is revealed 
by the lesser known fact that Crisco. 
along with other shortenings, accounts 
for about 23 * < of all P&G earnings. 

\ccording to well-informed trade 
sources, the food division, too. is due 
for expansion. It is of interest that 
two of the products currently under 
market test are in this division. 

\notber (in) of seeing the import- 
ance of the non-soaps to P&G is to note 
that of the six test products onlv two 
belong in the soap category. The cur- 
rent test products cited to sponsor b\ 
P&G are : I 1 ) Zest, a synthetic deter- 
gent har: (2) Dash, a controlled suds- 
ing detergent thai nia\ be the 
company's answer to Monsnnlo's \M 
I Colgate recently launched its own 
sudlcss. A I) I : (3 I FlufTo. a shortening: 
I 1 1 Whirl, a liquid shortening; (n) 
Secret, a home permanent: I 6 I Crest, 
a fluoride toothpaste. 

While the soap and food divisions 
can reasonabb be expected to have a 
housewife orientation to a considerable 
degree, the drug items, as already indi- 
cated, naturalh lean toward nighttime 
t\ with its wider range of women cus- 
tomers. In addition. P&G has found 
that soaps and foods, too, need some 
nighttime exposure. Add the tv pres- 
sures of competing son]) clients and 
1 1' lease turn to page 1 37 I 



in population and 45th in retail sales 
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IN DRUG STORE SALES 

Drug Store sales are high above the 
national average, because Phoenix is 
a health-and-beauty conscious city. 
Phoenicians are consistent and gener- 
ous purchasers of products that pro- 
mote health, good grooming, comfort 
and general well-being. 
For the most complete and economical 
coverage of this profitable market, 
tell YOUR sales story over KPHO, and 
KPHO-TV. Judged strictly by results, 
KPHO and KPHO-TV can be your big- 
gest sales-builders, too! 



SOLD ^ 

r^ia^hed most effectively through 



KPHO-TV KPHO 



HOW 



CIiwhhI S 
Firtt in Aritono sine* '49 



Dial W > ABC Basse 
Hi f idtlfV Vok* of Arirona 



AFFILIATED WITH BETTER HOMES and GARDENS 



REPRESENTED BY KATZ 
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SPONSOR 
SERVICES 



INC 



BOOKS 



1 ALL-MEDIA EVALUATION STUDY 



155 Pages 



$4 



This book gives you the main advantages and 
drawbacks of all major media . . . tips on when 
to use each medium . . . yardsticks for choosing 
the best possible medium for each product . . . how 
top advertisers ami agencies use and test media 
. . . plus hundreds of other media plans, sugges- 
tions, formulas yon can put to profitable use. 



TV DICTIONARY/HANDBOOK 

48 Pages 



$2 



The brand-new 1955 edition contains 2200 defini- 
tions of television terms . . . 1000 more than pre- 
vious edition. Compiled by Herbert True of Notre 
Dame in conjunction with 37 other tv experts. 
TV DICTIONARY HANDBOOK also contains 
a separate .section dealing with painting tech- 
niques, artwork, tv moving displays, slides, etc. 

3 BUYERS GUIDE FOR STATION PROGRAMING 

$2 

The 1955 GUIDE gives you, in one handy source, 
the programing profiles of radio and tv sta- 
tions. In addition, you'll find separate directories 
of stations specializing in classical music . . . 
after-midnight.,. folk music... music and news... 
sports . . . religious . . . farm . . . foreign language 
. . . Mexican . . . American . . . Negro . . . film, etc. 



REPRINTS 

4 HOW DIFFERENT RATING SYSTEMS VARY IN 
THE SAME MARKET 15c 

Ward Dorrell, of John Blair (station reps), 
shows researchers can be as far as 200% apart in 
local ratintrs. 



ORDER FORM 



SPONSOR SERVICES 
40 East 49th St. 
New York 17, N. Y. 

Please send me the 
SPONSOR SERVICES 
encircled by number 
below: 

12 3 4 5 6 
7 8 9 10 11 12 



N ante 
Firm 
Aittlitss 

ntv 



□ Enclosed is my payment of S 

□ Send bill later. 

Quantity Prices Upon Request 



12 SERVICES TO HELP YOU 
MAKE THE MOST OF 
RADIO AND TELEVISION 
OPPORTUNITIES 



5 TIPS ON HOW TO MAKE GOOD 

TV COMMERCIALS 20c 

Anecdote-packed article on how to get most for 
least. Aimed at beginners, but useful for vet 
erans. too. 



6 WEEK-END RADIO 



25c 



Listener 's-per-set increases 25% on the week- 
end; ont-of-homc listening jumps 10% 

7 NEGRO RADIO HAS COME OF AGE 40c 

20 pages of facts and tips on how to use Negro 
radio sueeessfullv. 



8 HOW IS RADIO DOING IN TV MARKETS 20c 

Results of Politz Study. 

9 HOW 6 BIG SPOT CLIENTS USE RADIO 20c 

Pall Mall, Esso. Mennen, Shell. American Air- 
lines, Life. 

1C ALL-NIGHT AUTORAMA SELLS 300 CARS 

20c 

Car dealer scores by adopting charity ''telethon " 
idea to auto sales. 



BOUND VOLUMES 

11 VOLUME FOR YEAR 1954 



$15 



Every information-packed issue of sr-c).\w>n for 
1954, bound in sturdy leatherette. Indexed for 
(puck reference, bound volumes provide yon with 
a permanent and useful guide. 



12 BINDERS 



1_$4 2— $7 



Hand}- binders pro\ ide the best way to keep vola- 
tile of sroxsoh* intact and ready to use at all 
times. Made of hard-wearing leatherette, im- 
printed in gold, they'll make a handsome addi- 
tion to your personal reference "library." 
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seven, league 
boot coverage 




It takes a giant voice to cover this giant land . . . the rich 
105 counties lying between Houston . . . Waco . . . San Angelo 
. . . Del Rio . . . Brownsville. 

The powerful 50.000 watt daytime voice of KENS 680 kc. 
dominates this vast area of 109,737 square miles and its 
population of 4,271,400 — accounting for a yearly income of 
nearly $6 billion! 

With CBS and top local programming, the accumulative 
audience of KENS sh ows first or in photo-finish-for-first place 
in ALL rated time segments — Pulr.o c l Son Antonio, Nov, 1954 
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SAN ANTONIO, TEXAS 



Ask FREE & PETERS, Inc. 
for details. 



SPONSOR 



PROCTER & GAMBLE 

(Continued from page 133) 

those of other clients seeking outlets 
in the crowded tv media in. and the 
problem of obtaining good shows and 
time slots becomes acute. 

Obviously, P&G must gear itself 
media-wise for the new product era 
its labs are helping to bring about. A 
network source sees significance in the 
new P&G alternate sponsorship. "If 
the shows prove successful." he says, 
"P&G will be in a position to snap them 
up for other company brands when and 
if they become available." 

But at P&G headquarters, they shake 
their heads at such speculation and 
deny that there is anything afoot except 
the day-to-day moves brought about 
by various brand efforts to get maxi- 
mum circulation. Company executives 
admit that no clear pattern has yet 
emerged. There is a common view of 
P&G as an all-wise company that fol- 
lows a meticulously detailed media 
plan with confidence and precision. 



"Radio is sound because it gets results. 
Yes, radio Rets results immediately, 
dramatically, economically. One of the 
more revolutionary changes in the in- 
dustry which has occurred during the 
past six years, is the decline of com- 
mercial network radio in contrast to a 
phenomenal increase in the sale of time 
to local advertisers." 

JOHN F. MEAGHER 
Vice. President 
MARTB, Washington, D. C. 

******** 

But like most companies, P&G has not 
been immune to the shifting tides of tv 
programing. There is no certainly In 
Cincinnati in this area and it is ap- 
parent that there is divided thinking 
on programing questions. 

In the scales, too, are being weighed 
the relative merits of nighttime and 
daytime tv. network and spot radio. 
Whether the company will ever arrive 
at a programing and media philosophy 
on tv as consistent as its daytime serials 
on radio, no one can say now. 

In the meantime, while the '"shake- 
out" years perform their work of 
selection, the company's guiding star 
remains the slide-rule. Over and over 
again you hear the two-heat refrain 
bouncing off the pale walls of the 
simply-furnished P&G offices — "circu- 
lation" and "frequency." 

These are the cardinal P&G precepts. 
How the company applies them to its 
spot and daytime network operations 
will be dealt with in the articles to 



foil 



ow. 
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FEE TV 

(Continued from page 39) 

the birth of fee tv will be anguish," 
Goetz predicted. "Hut when advertis- 
ers discover it is not as had as it 
seemed and that there are still appar- 
ently quite a few people who are will- 
ing to continue watching George Gobel 
— in other words that they are not los- 
ing their entire audience to subscrip- 
tion tv — then another thing will hap- 
pen: the sponsors with second- and 
third-rate shows will begin to think 
\ery seriously about improving the 
quality of these shows. The reall) top- 
flight entertainment and educational 
programs on free tv will hold a good 
part of their audiences, hut the second- 
rate shows will have to improve or go 
out of existence." 

"I am not terribh concerned about 
box office tv from the point of view of 
the advertising director of the Ameri- 
can Safety Razor Co.," asserted Goetz. 
"I think that news and news-type pro- 
grams and sports event telecasts, the 
tjpe of shows we sponsor, will be less 
hurt by fee tv than other kinds of pro- 
grams might be." 

Somewhat more concerned about the 
"inevitability" of fee tv is Roger Pry- 
or, vice president in charge of radio 
and tv at Foote, Cone & Belding, New 
York, who feels that "Subscription tv 
poses a threat to the availability of tel- 
evision as an advertising medium. If 
ii can make possible enough superior 
offerings of a distinctive and horizon- 
widening nature for which a sponsor 
could not afford to pay, then it might 
very well push aside advertiser- 
financed tv." 

Aside from this view of the possible 
long-range development of the situa- 
tion. Pr)or made a more immediate 
appraisal in terms of costs: "Any form 
of subscription tv will inevitably re- 
duce the available audience for adver- 
tisers. Naturally, if a sponsor's audi- 
ence circulation is reduced, bis costs 
must also be reduced. Therefore, fee 
tv must bring down costs for advertis- 
ers because it will divide the audience. 
The continued coexistence of subscrip- 
tion tv with sponsored tv as we know- 
it now will depend on the advertiser s 
ability to purchase network tv at prices 
which will still deliver to him a reason- 
able cost-per-1.000 in the remainder 
of the audience." 

Pryor pointed out that fee t\ "places 
in the hands of a small group of peo- 
ple a tremendous power without any 




FAIRBANKS 
HITS 48% 
SHARE-OF- 
AUDIENCE 
IN NEW 
YORK 



Throughout last year, "Douglas Fair- 
banks Jr. Presents" topped all syndi- 
cated shows in the nation's top mar- 
ket: New York. Its average rating was 
18.5, share-of audience over 40%. 
This year, it's doing even better. In 
January, almost every other viewing 
home in New York was watching this 
show! (ARB) 

"DOUGLAS 
FAIRBANKS jr. 




ABC FILM 
SYNDICATION, INC. 

7 West 66th St., N. Y. 

CHICAGO • ATLANTA • HOLLYWOOD • DALLAS 
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\t>tr it easts Ivss 
ta svll 

;apolis 

ST. 



Maximum power at minimum 
cost — choice availabilities. 



316,000 
walls on 
Channel 9 




Officii, Studlnt r front mirier 

FOSHAY TOWER 

MlflflMplJIl 

Rear«l«flTtd Nplionqlly by H-R TELEVISION, INC. 



ATTENTION, RADIO 
SPONSORS 

NOW YOU CAN REACH 
THAT BIG RICH 
CHICAGO BILLION DOLLAR 
NEGRO MARKET 

721,500 

LATKST IK; LUES 

"JAM WITH SAM" 



77ie tl'inh jnrfifv nhote llitil 
in I In 1 lulk nf ll\r I Dull 

Mon<l:iv Thru Siiliirrlav — 
9:30 P.M.- 1 12:00 M. 



WGES — ".ooo Wjiiis — 

1390 Kr. 
I'MITl \I- LIST OF SPONSORS 
AKMOl It — Qirunlimi — Corn-Cola 

I Imiiiv Miigii/inr Illinois Hr'll 

r«'I«'|»Il<>lH- I.iifkv Strike 

Miller High I.ilY 
WRITE, WIRE OR PHONE FOR 
AVAILABILITIES 

SAM EVANS PRODUCTIONS 

203 N Watmh Ave Chicago, III. 
Phone Dc.irborn 2 0664 



legislation lo control it. I think thai 
much legislation has still to he enacted 
to protect the public against those who 
might abuse this power. I also see the 
possibilities of all kinds of 'bootleg' 
pa\ -as-v ou-go tv. What about people 
who decide to charge guests a fee to 
watch a subscription show? What 
about bartenders who might tack a 
t\ charge onto a customer's bill? Any 
fairlv expert electronic engineer can 
hook up an almost unlimited number 
of sets on a single system.*' 

Pry or is certain that some form of 
subscription tv will be approved: the 
degree to which it could affect spon- 
sored video would depend entireh on 
the degree of its acceptance b\ the 
public and the extent to which it could 
monopolize the prime air hours, he 
points out. This view is shared by 
most of the admen who see subscrip- 
tion tv in the cards at all. 

Coetz's feeling that fee tv will be a 
spur to improve free tv was echoed 
b\ another sponsor. 

'"Subscription tv may prove to be a 
very constrnctiv e thing for advertis- 
ing, that will tend to raise the esteem 
and appreciation of the sponsor in the 
minds of the consumer." ventured 
Murray \V. Gross, assistant advertis- 
ing manager of Hudson Pulp & Paper 
Co. "Right now. many people resent 
commercials but if they are made to 
realize that the programs cost money 
and that it is the commercials that help 
pay for the program the) see free, 
the) may change their attitude. Also, 
fee tv will bring a competitive factor 
into the business which will force the 
sponsor to pay more attention to bis 
own programs. If fee tv proves feasi- 
ble and economical, it will grow and 
will be a stimulation and a challenge 
and a measuring rod for our own ef- 
forts." 

The view that loll tv might bring the 
viewer to a new appreciation of com- 
mercials was also expressed by Wil- 
liam 15. Templeton. vice president and 
director of radio and l\. Bryan Hous- 
ton. \ew *i oik. in sI'onsok recently (7 
February 19.15). Templeton went a 
step further and considered the ulti- 
mate possibility of fee t\ that it 
might get so big that it would do away 
with conunerciallv sponsored video. 

Templeton repealed a staunch faith 
in advertisings ingenuity, slating that 
c\cn in such an eventuality, "yon still 
can't lost: the >pon>or heean>e the spon- 
sor will find some way lo compete and 
rrc-enl better spectacles. If fee tv does 



go over with a bang, you can rest as- 
sured that it will be one of the biggest 
operations in the world because every 
ad agency man will he in it- -with a 
box top deal." 

Less optimistic is the radio and tv 
director of one of the big agencies, a 
gentleman who would rather "go 
South'' than face the fee tv in action, 
lie said subscription tv must hurt the 
sponsor and cited as his reason: 

"Today, the tv medium has achieved 
a fine balance for advertisers with the 
present viewers available there is just 
about enough of an audience to make 
a sponsor s investment worthwhile. 
But if you invite another competitor 
into the medium, you immediately up- 
set this balance and the advertiser has 
to get hurt." 

He further feared: "Subscription tv 
is going to give an additional impetus 
to the big, heav y-inonied advertisers 
who are the only one* who will be able 
to compete with the lavish, superior 
box office Iv shows. These advertisers 
will simply pour more money into their 



TRIED by a 
10 MAN JURY 




Yes, 10 of the current accounts 
on Bob Trebor's "DAY- 
BREAKER" Show have been 
sponsors for 3 or wore years. 
Several for AVz years on this 
5-year-old show. 

The verdict of this 10-man 
jury is justified! From morning 
to night WVET gets results 
in the Metropolitan Rochester- 
Western New York Market, 
3rd largest in America's first 
State. 

5000 WATTS 
1280 KC 




TREBOR 



IN ROCHESTER/ N. Y. 



Represented Nationally by 
THE BOLLING COMPANY 
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video efforts in order to accomplish 
their purpose of competing for the au- 
dience. But where will this leave the 
medium-sized and little guy who 
doesn't have all that loot? That's 
right out in the cold." 

One dubiously positive value thai 
this adman sees in the whole thing: 
"'You will sure as hell know for the 
first time what actual rating a show is 
getting — the money take will tell the 
story. 

Stanley H. Pulver, media manager 
for radio and tv, Lever Bros., sees two 
possibilities for fee tv if it is approved. 
Says he: "It could possibly wind up 
as an admixture with commercial tv - 
that is. fee tv programs would compete 
with sponsored programs in prime 
time, or the subscription shows may 
he placed in such times or circum- 
stances as not to compete or interfere 
with sponsored tv. But the entertain- 
ment would have to be very good in- 
deed in order to get people to pay for 
h." 

In a recent statement to SPOiNSOR (7 
February 1955), Sidney W. Dean Jr., 
a vice president at McCann-Eriekson. 
New York, set forth his belief that fee 
tv can peacefully coexist with spoil- 



Ratings Are Nice 
Results Are Better 



Here's a word from a sponsor . . . 

DAVISON-PAXON 
Atlanta Ga. 

"...From 10 spot an- 
nouncements on WEAS, we 
have received over 1500 
pieces of mail.... Best 
results from any sta- 
tion, net or independ- 
ent in either Florida 
or Georgia ..." 



sored tv if (1 ) it gets its own exclushe 
stations in each market and 12) it de- 
velops its own programing for profit 
from "the many h pes of able-to-pa\ 
but more selective audiences for cul- 
tural interests, adult and extension ed- 
ucation, and special events." 

He saw a huge income potential for 
pay tv, cited a possible potential of 
"as much as $10 billion in ;i few \ears. 
This compares with commercial tv's 
$1 billion income from time and pro- 
gram sales. This new source of income 
should be a major stimulant to crea- 
tive tv." 

The general feeling among the polled 
admen was that subscription tv, if it 
ever becomes a reality, is quite some 
time off. Emanuel Katz, president of 
Doeskin Products. New York, stated: 
"Box office tv is nothing to be con- 
cerned about for several years to come. 
Even after it is approved by the FCC 
and starts to make an appearance, for 
about the first five years anyway it 
will have a very limited audience." 

One agency executive saw it a little 
closer, prognosticated: "I think it is a 
tw o- to three-) ear-oil proposition— 
and it will certainly be chaotic! ' 

Whether or not it comes earl) or 
late, here are some facts admen should 
know about fee tv: 

There are three proposed pa\ -as- 
you- tv systems. Leader in the field is 
the Zenith Radio Corp. with its Phone- 
vision, which it began to develop in 
1931. Originally a system which de- 
pended on the transmission of a signal 
over telephone wires (hence its name) 
in order to unscramble a tv image, it 
has since evolved into a method where- 
by a decoding device is installed on a 
tv receiver; to work this properly, the 
subscriber must obtain special infor- 
mation by mail, phone or vending ma- 
chine. The subscriber is then billed 
periodically for the programs he has 
^ecn (which have been electronically 
computed), or, if he wishes, he can 
have a coin box on his decoder and 
really pay-as-he-sees. 

Heading Zenith as president is Com- 
mander E. F. McDonald, w ho has been 
perhaps the most vocal and persi>tent 
figure espousing subscription television 
down through the years. Spearheading 
the firm's hard-hitting publicity drive 
for many years has been Ted Leitzell. 
Zenith's director of public relations. 
Since 1950, Dr. Millard C. Faught. 
hired by McDonald as economic con- 
sultant to Zenith, has become the most 




RHEINGOLD 
SPONSORS 
FAIRBANKS" 
AGAIN . . . 
3rd YEAR 
IN A ROW! 



In January, almost every other view- 
ing home in New York was watching 
"Douglas Fairbanks Jr. Presents". 
(ARB, January '55)! Rheingold Beer 
is so impressed, they're sponsoring 
Fairbanks regionally for the 3rd 
consecutive year. Many markets 
available for first run. "Nuff said! 



"DOUGLAS 
FAIRBANr 




ABC FILM 
SYNDICATION, INC. 

7 West 66th St., N. Y. 

CHICAGO • ATLANTA • HDUYW00D • DALLAS 
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5Q,Q00 WATTS 
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that means 




KGVO-TV 




Missoula, Mont. 




Sells 'em 




regularly! 


MAGNIFY YOUR SALES 


IN THIS STABLE $140,000,000.00 




MARKET 


If KGV0-TvV ni,e •" ,c " , 

U J 1 J Rich Lumbering and 
\ MISSOULA i/, Agricultural Area 


MONTANA 




167 Mountainous Miles from Spokane 



articulate spokesman for the svstem. 
Faughl sees fee lv basically a? an elec- 
tronic distribution service which would 
broaden t lie market for cultural com- 
modities. In giv ing lv a second source 
of revenue, be says, it would make 
many more stations economically pos- 
sible stations which could not gel 
along on advertiser support alone- 
and by thus widening the tv audience 
it would increase tv s usefulness to ad- 
v erlisers. 

Another organization which has ap- 
plied for an FCC go-ahead on its fee 
t\ system is the Skiatron Electronics 
Television Corp of iNew York. This 
firm is reported to have spent some 
$750,000 and five years in developing 
its Subscriber-Vision system. This 
system in home operation works very 
similarly to that of Zenith: there is 
also the decoding device but instead 
of dial-setting, there is an electronical- 
ly-treated IBM card which the sub- 
scriber inserts into a slot; he then 

******** 

»»Wc have been aware for a long time 
thai the economic destiny of televi&imi 
lies in a subscription service. Advertis- 
ing revenue alone is not going to be 
able to .support all the television sta- 
tions that are needed for a real, nation- 
al service. AH of the financial trouble 
that stations have encountered this past 
year are traceable to that fact — there is 
simply not enough advertising money 
to go around." 

II. C. HONF1C 

Vice Pres. in charge of sales 
Zenith Radio 

******** 

pushes one of several buttons which 
action punches a hole, completes an 
electronic circuit and results in the un- 
scrambling of coded signals. 

Arthur Levey, president of Skiatron, 
asserts that technical problems of the 
system have; been licked. The firm is 
all ready lo go ahead with its intro- 
duction in \e\t } ork as soon as the 
I CC gi\es the green light which he 
confidently expects by this fall. He 
says that they have worked out a plan 
with W estern I uion whereby the latter 
will handle processing of subscribers" 
applications. Promotion for S-Y v\ill 
stress that "all you have lo do is call 
Western I nion and they will take care 
of your request."' 

Prospeels would send in Si with 
their application, which is a service 
charge covering all or pari of the pro- 
grams n.M'd during the first month 
I like a charge for phone service cover- 
ing so many calbl. There is no charge 
for lite decoder or for its installation 



to the subscriber -the co.-t of the de- 
coder is amortized through the service 
charge, says Levey. The cosls of the 
programs themselves v\ould range from 
10c to $1 — the lowest fee bringing in 
educational programs, ibe highest such 
choice items as Broadway plays and 
championship fights. First-run mov ies, 
says Levey, would run at the rate of 
one or two a month al the most, not 
posing such a threat lo the local thea- 
tres a ? the theatre-owners seem lo feel, 
he contends. 

The third company lo develop a 
home box-office system is Inlernational 
Telemeter Corp. of Los Angeles. 80 r r 
owned by Paramount Pictures Corp. 
Telemeter uses a simple coin-box meth- 
od of operation the subscriber simply 
turns to the proper channel on his tv 
set. inserts a designated amount of 
coins in the box and the scrambled 
piclure clears up. Installation of the 
device, according to Telemeter vice 
president Paul McXamara, would cost 
fiom $10 to $20, and the minimum 
monthlv program charge would run 
S2 or $3. 

(sponsor provided further details 
on the Zenith and Telemeler opera- 
tions in its article on fee lv. 19 May 
1052 issue A * * * 
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4-NETWORK RADIO 

(Continued from page 42) 

ing the appearances. 

Hesides Tatham-Laird and Leo Bur- 
nett, the Chicago agencies which heard 
the network radio story were BBDO, 
FC&B, Earle Ludgin. McCann-Erick- 
son. Xeedham. Louis & Brorbv ; JWT, 
Geoffrey Wade and Weiss & Gellcr. 
Presenting the story for the networks 
were John Curtis. ABC: Frank Nes- 
hitt, CBS; Henry Poster. MBS. and 
Howard Gardner, NBC. 

Here are some comments from Mid- 
west admen who saw the presentation: 

Paul McCluer, general manager, 
Geoffrey Wade Advertising: "To a for- 
mer radio network sales manager, it 
was refreshing to welcome representa- 
tives of the four network sales depart- 
ments officially united in a common 
cause. The presentation in our judg- 
ment was very much worthwhile, crisp, 
condensed, and to the point. 

"Geoffrey Wade Advertising is stili 
one of the largest buvers of radio net- 
work time, and we believe a summary 
of the presentation should he pub- 
lished and made available to all lead- 
ing advertisers, as well as their agen- 
cies." 
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representatives: 

New York — Richard O'Connell. Inc. 
San Francisco— Broadcast Time Sain 



Louis J. MeLsmi. media director, 
Geoffrey Wade Advertising: "Judging 
hv the stati>tics, there i< no doubt that 
radio has a very broad coverage to- 
day. Our problem in living with its 
decline, however, is the reduced amount 
of time that the a\erage family is 
spending w ith it compared to tele\ i- 
sion viewing.'' 

John de lievee, media director, J. 
Walter Thompson: 'it was a real plea- 
sure to attend the joint presentation 
on radio by the four networks. The 
fact that the competing networks 
worked together, pooling their re- 
search and thinking, was in itself 
unique and resulted in an exceptional- 
ly strong story. 

"Of special interest to me were the 
thoughts presented on the variety of 
ways that radio can be used today. 
T he development of new concepts can 
do much toward getting increased ad- 
vertising usage. Radio has become 
very flexible and the size of its circu- 
lation is even greater than has been 
believed, according to newest research. 

"Certainly the facts show radio to 
be an important vehicle, with many 
interesting facets." 

George A. Bolus, radio-tv director, 
Tatham-Laird : "We certainly believe 
that the participation by all four net- 
works in a joint radio presentation is 
a most constructive and helpful step 
towards achieving a better understand- 
ing of the problems and opportunities 
present in today's radio picture. If 
there ever has been anv honest doubt 
that competitors could ever collaborate 
to a common end. this feeling would 
he disspelled by anyone who had the 
privilege and opportunity to witness 
the four-network radio presentation. 
We can honestly say that it was a re- 
warding experience for those people 
in our media and contact departments 
who attended that session. 

"We have used network and spot 
radio with great effectiveness in the 
past years and arc continuing to use 
it on a somewhat reduced basis in the 
future. We know that if you can reach 
a large enough audience with a well 
conceived radio sales message, you w ill 
have an excellent opportunity to -ell 
enough prospect* to return a profit to 
the advertiser. 

"We believe that network radio to- 
dav is a confused combination of im- 
poitant opportunities and declining 
values. There is no doubt that davtime 



CITY AFTER CITY 
RACKET SQUAD 



IS TOPS IN 





m 

ITS TIME SPOT! 

Yes, in Atlanta, Detroit and San An- 
tonio (to name a few) Racket Squad 
rates # 1 in its time period. Here are 
more cities where it tops competition: 



DAYTON 22.8 

FT. WAYNE 49.4 

GRAND RAPIDS 22.9 

HOUSTON 30.S 



62.1% share 
84.2% share 
55.6% share 
71.4% share 



(Rating source ARB, Feb.. 1955) 

Some markets are still available . . . 
reserve yours, before someone else 
does! 

REED HADLEY, starring in . . . 

RACK 
SQUAD 

Produced by 
Hal Roach, Jr. 
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- h<> <lin_ Li]) exeepliomilh well 
- sldl delivering ;i haiidsonu* 
hi to main ad\ ert isei s. Nighttime 
..ilio nni li more difficult l<> use 
(tTecthelv tu(la\ dii;- td (he obvious 
n roads of telev i-ion. \ll thai would 
he needed to prove Hie value of dav- 
time rjdio would be for amour to in 
10 buv a large li.-t of spols oil the 
largest markets in tlie coimtrv between 
7:'$0 and 0:00 a.m. \dvertisers would 
-0011 learn that radio nun be weaker 
at certain hours of the day. but it has 
never been stronger than it is as far 
as the morning hour* are concerned. 



"Uui main crilnism ol the radio 
pi emulations of today is that thev are 
loo general. 1 lie\ tend to sell the mil- 
lions of families with radios, the mul- 
tiple-set families, the increased car 
listening and so forth. Thev point np 
the tremendous audience that is avail- 
able to the radio advertiser. The only 
fallaev of this is that the figures usu- 
all\ presented represent the total au- 
dience delivered throughout all hours 
ol the da\ In totalling the audience of 
all stations for all hours. Obviously 
no advertiser in the country can afford 
to bu\ radio or am other medium on 



HERE'S A MARKET 




52% ABOVE 
U. S. AVERAGE! 



Kr* >tn 1 1 1 1 i i I ;n in.- a Inn i', i'nv\\ Kansas l a i in fa tut l\ wound up 
tlie year with sf*X,s;W in the hank after taxes'. That's 52% 
al/ore the national average ! 

What's more. WIBW delivers tliis entire market — all tied 
up in a sino-le ]iaekug;e. Year in and year out. every Whan 
survey consistently shows that these big-ilieoine farmers 
listen inoie to Wl |>W than any other radio station. 

We've e-ui the listeners. They've o-,,t (ho cash, (iive us the 
word and we'll jti v«* von the sales. 



Consumer Markets. \\). 



>•>. 




TOPEKA, 
KANSAS 

Ben Ludy, Gen. Mgr. 
WIBW & WIBW-TV in TopeU 

KCKN in Kansas City 
Rep: Capper Publications, Inc. 



that basis. In our opinion, the need i^ 
for Aery specific approaches and sug- 
gestions as to how one advertiser with 
an average budget can reach a large 
enough group of people through the 
use of radio to warrant the expendi- 
ture being made in that medium as 
against am other. We believe that this 
is a job for people exclusively involved 
in the radio broadcast field, and that 
they should not expect the advertisers 
oi agencies to switch their expendi- 
tures from oilier productive media 
back to radio except on specific propo- 
sitions with specific and pertinent au- 
dience data and costs." 

Otto li. StfideliHftn. vice president, 
and media director, Xecdliam. Louis 
and Brorbv. "Gale lilocki (of HAB. 
Chicago) called me some time ago to 
tell me about the organized effort of 
the four networks to present radio to 
a number of agencies in New York. 
He was anxious to know if our agencv. 
along with other Chicago agencie.-. 
would be interested in seeing the pres- 
entation. . . . 

'"In my estimation the presentation 
was enlightening and interesting and 
comments from others seem to verify 
this opinion. 

Seymour Hunks, media director. Leo 
Burnett Co.: '"Right now. we feel, ra- 
dio is still in a period of transition 
not altogether unfavorable to it. Tele- 
vision penetration, having saturated 
the major urban markets, is now mov- 
ing strongly into the small town and 
farm areas. Actually, the small town 
and farm areas now show the highest 
rate of tv growth, both in terms of 
new tv-homes and new stations. 

"An analysis of radio ratings in tv 
and non-tv homes will show a spread 
of two or three to one for daytime 
shows to close to 10 or IS to oik* for 
nighttime programs. In other words, 
dav time programs with ratings of 7 
oi o in non-tv homes will have ratings 
of possiblv 2 in tv homes; and. it is a 
rare nighttime program other than 
news which has a rating of more than 
1 in Iv homes. 

"Thus, current network radio audi- 
ences are being sustained strongly 
from non-tv homes: but the reservoir 
of non-lv homes is rapidlv emptying. 
When this process is complete, the lev - 
el of radio ratings and audiences will 
be substantially lower than they are 
todav . 

"'Am discussion of radio efficiency 
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tocla\ nur.-t realize tliat t he eharurtet 
and size of the audiences are still 
changing and remarks winch may he 
true today may not he valid a year 
or two from now. 

■'One of the most interesting tiling* 
about radio today is that it is rapidl) 
becoming, if it has not already become, 
a personal medium and therein seems 
to lie its greatest strength. . . . 

"Programing, too, seems to also re- 
veal this trend toward individual pat- 
terns of exposure for radio. Da) time 
radio lias come to he more and more 
dominated bj the daytime serials 
whose primary psychological role, it 
seems to ns, is to give individual wom- 
en guidance; they are not addressed 
to the family as a whole. Situation 
comedies and variety programs, which 
tend to have a broad family appeal, are 
shifting to t\ . . . . 

"Another indication of the individ- 
ual nature of radio is the rise in listen- 
ing to non-affiliated stations at all 
hours of the day. with the chief fare 
here being a disk jockey or other local 
celebrities. 

"To sum up, right now we feel that 
da) time radio is still a relatively good 
buy for an advertiser who is inter- 
ested in broad national coverage, es- 
pecially if he can combine radio with 
tv in simulcast operations. On the oth- 
er hand, we can certainls *ee. in the 
not-too-far distant future, a period 
when tv penetration will certainly be 
somewhere in the neighborhood of 80- 
90 r < of U.S. homes. Under these con- 
ditions, when the non-tv home will 
ha\e virtual!) disappeared, network 
radio will come to have, we feel, an 
entirely different look than it now 
possesses. It may virtually cease at 
5:00 p.m.: and, even for daytime, it 
ma) exist only in the form of a wide 
variet) of partial, sectional networks.*" 

★ ★ ★ 

40 E. 49TH ST. 

[Continued from page 17 I 
GOVERNMENT AND UHF 

sponsor of April 4th reports on page 
two that the government has dimmed a 
' : shot in the arm'' to the study and 
correction of inequities of television 
domination. 

First, it should be established that 
the Uhf Industry Coordinating Com- 
mittee and the unentrenched television 
stations have not sought artificial mea- 
sures of government intervention in 



business practices of the iudn.-ti \ . How- 
ever, this segment of the induct n is 
convinced that orderly processes will 
evolve a genuine nationwide competi- 
tive system. Or else, there mtl-t be un- 
fortunate regulation to accomplish true 
competition of service to the \nicrican 
public. 

Second, it should he recognized that 
the investigation initiated by Senator 
Bricker over a year ago, and Senator 
Magnuson recently, was neither sug- 
gested nor stimulated by broadcasters 
despite the plight of many operators. 

The Senator Potter hearings, the 
l'lotkin and Jones Reports resulted 
from government realization of a con- 
dition that prevented the creation of 
a nationwide competitive tv system. 
Broadcasters were not responsible for 
an\ of these activities b\ government. 
But they did report the existing condi- 
tions bv unchallenged facts when the 
appearance of broadcasters was so- 
licited. 

\ our report that the government has 
dimmed the prospect of correction of 
the current situation is quite inaccu- 
rate. . . . 

Hearings are scheduled to be con- 
ducted shortly on the entire phase of 
competitive nationwide tv. Further- 
more, recently the FCC introduced 
rule-making procedure looking to- 
ward isolation of uhf stations from 
vhf stations in no less than four mar- 
kets. This recognized tangibly the 
continually voiced disparity between 
vhf and uhf when uhf stations are com- 
pelled to compete directly with multi- 
ple vhf stations. 

This seems quite different from your 
report that the tv problem is receiving 
dimmed attention. In fact, this fore- 
casts that action may be expected to 
accomplish competitive nationwide tv 
before stringent measures of regula- 
tion become necessary. And no broad- 
caster advocates such a result except 
as a last resort for solution of the cur- 
rent domination by a limited number 
of facilities. 

Fred Wkhkr 

Vice Chairman 

Uhf Industry Coordinating 

Committee 
Wash., D. C. 



• The ilein ref fired to rend a« follow* : "Hope"* 
hv l)u Mont that eminent action umilit pr«" 
\ ide hhut in the arm to well were dimmed l>» 
million* FCC statements to Senate Connmri c ( "in- 
inittee . . , FCC said it wbh aeafiiM 'artificial* 
measures to pet network -dioH •* lo nlif Motion*.*' 
ThU referred to one proposal for rcinedv of the 
pro Mem nnl>, not to any final outcome of (.Indie* 
now underway. 




YOUR STAR... 
YOUR HOST... 

YOUR 

SALESMAN: 
DOUGLAS 
FAIRBANKS j«. 



To alt moviegoers in the country (and 
that's just about everybody) "Fair- 
banks" is a magic name, It promises 
action . . . danger . . . excitement. And 
"Fairbanks" lives up to that promise 
as producer-host of every show, star 
of one out of four in the sponsor- 
proven TV film series: 



DOUGLAS 



FAI 
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JR. 
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THE HOOSIER STATE'S 
"GOOD TIME DAY TIME STATION" 



Itobcrt J a 1/ f!iir(<ni nil I be installed as 
president oj the Radio & Television Executives 
Society for 1955-56 on 18 May. He is v. p. in charge 
oj publisher and writer relations and resident 
counsel oj Broadcast Music, Inc. RTES member 
lor seven years, Burton served the Society as first 
v.p. in 1954-55, succeeds Roger Pryor oj Foote, 
Cone & fielding as president. RTES election 
ballots boosted Elliot M. Sanger (W'QXR) to first 
v.p.; Merle S. Jones (CBS-TV) to second v.p. 
Claude Barrere (BMI) continues as RTES secretary. 



!>«»!! ffcfffillf/, chairman oj the executive 
committee, Foote, Cone & Belding, was honored by 
The Advertising Council 5 May for his contribution 
to Council's 13-year forest fire prevention 
campaign. FC&B has created all advertising 
materials since campaign began. Honored ivitli him 
u as Russel Z. Filer, ad manager, Sunkist Grotcers, 
volunteer coordinator of campaign. Testimonial 
took place at California Club in Los Angeles, 
where Belding heads FC&B office. It's estimated 
that over §60 million in broadcast time and ad 
space have been contributed to project. 



A'uriimii IV. f>f<»iin, vice president, Dohcrty, 
Clifford, Steers & Shcn field, has been appointed 
director of radio-tv programs and production. 
He is a member of the ARE ratings committee, 
has been in charge of broadcast planning at DCSS 
since joining in 1951 and will continue in that 
capacity. Glenn is also acount supervisor for 
Ladies." Home Journal. Before joining DCSS. 
Clenn teas on network sales staff at i\BC. He 
had previously sold ads for Collier's. lie was 
made a vice president of DCSS in 195.'i. 



.folic f)<ff f oil. president. American Women in 
Radio and Television, chaired sessions of group 
during \th annual convention in Chicago 5-8 May. 
Mrs. Dalton has her own program on If'SI'A, 
Spartanburg, S. C. Opening session of convention 
was on "Ratings The Real Payoff" including 
panelists Oliver Trey:, president TvB. and Hugh 
Beville, research director, .\BC. Ban(/iret speaker was 
Mildred McAfee Ilorton, RCA board member and 
former president of If'ellcsley College. She hailed 
global impact of radio, tv as communications media 
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But you can buy Loyalty! 



By John Pepper and Bert Ferguson 




'Iliink how many times you've heard 
some executive exclaim, "I can't buy 
loyalty!" 

He often means loyalty of personnel. 
He can also mean lovalty of customers. 
The principle is identical. Lovalty is 
supposed to be an elusive intangible 
which nobody has a right to count on. 
much less be confident of obtaining 
with money. But is this true? 

We believe you can buy yourself a 
piece of loyalty that is established, 
demonstrated and reliable. It is the 
most concentrated, intense lovaltv that 
ever ran up a sales record. And you 
can buy it at a reasonable price. 

Pfew Social Forrc: We use the word 
"concentrated" deliberately. The 
loyalty you can buy permeates a mar- 
ket that's all in one place, not scattered 
around. This is a market of Negro 
consumers — 1.230,724 of them right 
in our area — who had never been di- 
rectly reached until radio station WDIA 
became the first in Memphis to pro- 
gram exclusively for them with Negro 
voices and music. We call it the 
"Golden Market." 

When you reach these people — as 
you can, with WDIA — -you're getting 
your sales story across to a Negro mar- 
ket greater than that of New York, De- 



troit or Philadelphia. For right here 
are ten percent of all the Negroes in the 
whole United States. And that's only 
the first advantage your choice of 
W DIA get- you. 

Strong Ciroiip Fo«.>li»i}»: We u s e d 

the word "intense'' from experience. 
The fact that WDIA programs entire- 
ly with Negro voices and music has had 
an electrifying result on audience rat- 
ings in Memphis. Since 1951. WDIA 
has held unchallenged the top positioti 
on both Pulse and Hooper surve\s for 
'"total number of" daytime listening. 
And that's in a field of eight stations, 
some of which have been on the air 
over twenty-five years. 

WDIA talks in tones and accents its 
Negro listeners find familiar and wel- 
come. Its continuity is written with 
an ear for these accents. WDIA's music 
i* unmistakablv Negro music. So, while 
other groups are changing and shifting 
around, WDIA's listeners stay timed in 
— for good. This is their station. As 
far as they're concerned, it's the only 
station. 

Amazing* Kivsiills: It i> this combi- 
nation of tailored programming, group 
pride and complete acceptance which 
we imply when we say '"loyalty.** Yet 
there's still more to the WDIA picture, 
and that's coverage. Loyalty boosted 
WDIA in just one step from a 250- watt 
station to a 50.000-watt station — the 
only 50,000-watt station in town. Now, 
you apply that amount of power, with 
a specialized approach, to the market 
that concentrates one-tenth of the Ne- 
groes in the U.S.A. And — regardless 
of what you hope, the response may 
still surprise you. 

For there is yet another factor in 
your favor. And that's the buying 
habits peculiar to this group of people. 



They make money a quarter billion 
dollars in 1955. But they spend more 
than the average. They'll actually 
spend eighty percent of it, on consumer 
goods. Look at Memphis, for instance: 
forty percent of the people in the Mem- 
phis trading area are Negro. This fact 
in itself is worth remembering. But 
that forty percent, which WDIA can 
command for you is buy ing vvav more 
than its share. They buy 56.8 percent 
of the salt in Memphis. 53.4 percent of 
the women's hosiery. 44.5 percent of 
the girls' dresses. 64.8 percent of the 
flour. They buy quantity, and quality. 

We frankly don't know of a market 
any where with the same potential as 
this '-Golden Market" of WDIA. It has 
already produced enviable results for 
such advertisers as 

Strausiloic n Cake Mi.v<*s, Pal 
Itladcs, Colgate Dental Cream. 
Super Suds, Kool Cigarettes, 
Carnation /Milk, Fitch Sham- 
poo, Sinclair Gasoline. 

We'd really like best to show you 
what WDIA has accomplished in the 
particular line of product that interests 
you. If you'll drop us a note about it, 
we'll be, glad to send you right back 
some documentation on \X D1A s per- 
formance in your own line. We believe 
the facts about WDIA's unusual mar- 
ket and appeal have a very important 
bearing on the problems which )Ou en- 
counter in the South. 

WDIA is represented nationally by 
the John L. Pearson Companv. 



S / - - •- r Pretidtnl 
Gfnetal 

/ 



Stanagtf 



Commercial .Manager 
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/// the BIG 
MIDDLE of a 
BILLION $ $ 

MARKET! 

283.600 

FAMILIES WITH 

SJ.J 16.950.000 

SPENDABLE INCOME 

(Sales Management May 1954) 

77.110 

TELEVISION SETS IN AREA 
(Television Magazine Report 
March 1 1955) 

The ONE way to reach ALL 
of M1SSOI KI'S 3RD 
LARGEST MARKET! 
• 

R L. STITFLEBAM 
Commercial Manager 



NATIONAL REPRESENTATIVE 
GEORGE I'. IIOLLINGBERY 
new York Chicago 
los angeles atlanta 
san eha\( isco 

ORIGINATING STATION AB( 

OZARK JUBILEE' 




Alo. 



Alii' Film ... 
AIMS 
\.T. ft T. 
Assoc. 1 'rests 
Blair TV 
MAI 1 

''US Badio Net 
Bvans l'rod. 
Allen Kreid 
(iuild Films 
Katz 

Kaufman Advg. 
Keystone 
AlcClatchy 
Mid-Continent 
Al utual 
Alussak 
XHC KM in 
Xat'l Begister 
l'ea rson 
Precision Film 
Public Service 
Pulse 

I.'CA Equip 
Uadiozark 
l'liieljiirii 
Sari a 
Stars ... 
Sleinman 
Tl'A 

C. K. Steel 
Westiughotise 
World . 

young & Kubicam 
Xiv 

I'KUV, Detroit 

KATV, Little Koek . 
K I HOT-TV, Sacramento 

KB1C, Hollywood 

KMTV, Deliver 

KC'AIO, Kansas City, Alo.. 
KEXS, Kan Antonio 

KHVD, Al inneapolis _. 

1«SA, Spokane 

K(!XC, Amarillo . ... 

KCCL-TV, Galveston 
KCVU. Alissoula 
KKTV, Pueblo 
KM ISC, Kansas City, 
KAIOX, St. Louis 
KOLX-TV, Lincoln . 
KP11C), Phoenix 
KB1Z, Phoenix 
K ROD-TV, El Paso 
KSHW-TV, Salinas, 
KKD, St. Louis . . .. 
KSDO, San Diego 
KK LA-TV, Shreveport 
KSTP-TV, Al inneapolis 
KT11S, Shreveport 
KTVH. Hutchison .... 
IvVOO-TV, Tulsa ... 
KWKAV. Pasadena 
KVTV, Springfield 

WAFB, Baton Pouge 
WAPl, Birmingham 
WAVE-TV, Louisville 
WHAT, Green Bay, Wis. 
WRBM-TV, Chicago 
WBN'S, Columbus, O 
WBX, WBZA. Boston 
WCBK-TV, Xe\v Vork 
WCHS-TV, Charleston, W. V: 
WCl'K, Akron 
WDB.l, Roanoke 
WDIA, Memphis 
AVKHT-TV, Henderson 
WKAIP, Alilwaukee 
WFI'.C-TV, Greenville, S. C. 
\V1'"BL, Syracuse 
WKMV-TV, Greensboro, X, C. 
WGBI-TV, Scran ton 
W< IB-TV, Buffalo 
WHAM, Boch.ster 
WIIBK, Uock Island. 111. 
\\ 1 1 1.1. 1 Icmpstcad 
WHO. Des Moines 
WIBW, Topeka 
W IT II , Baltimore 
WKA11I. Dearborn 
WLBC-TV, Aluncie 
WLS. ("hicago 
WA1AQ, ('hicaeo 
WAIT. Cedar llapids 
WXIAV. X.-w Vork 
WXHC-TV. Xew Haven 
Wol-TV. Ames. Iowa 
Wl'TZ. Philadelphia 
WBEN'-TV, Knckford 
WSB-TV. Allanta 
WSHT-TV. South Mend 
WKA1-TV. Xashvillc 
H'SUR, Nashville 
WSVB, Syracuse 
W'TVC, Minneapolis 
WToP. Wnshinirlon 
WA'F.T. Hoclicstir 
WW.I. Met roil 
W.XlAV Indianapolis 



137, 139, 111, 143 
13d 
1 6 
1 1 7 
9] 
GS 

ss-sa 

13S 
1211 
74 
7 
H2 
73 
. 14S 
IS 

(»«-(; 7 

!l(i 

2 s - 2 

122 
103 
123 
147 
71 
1BC 
lofi 
1 4 fi 
53-54 
13!i 
3 

5 s - 5 9 

52 

S."), 129 
22-23 
13 



Cal. 



12S. 



Ili9 
2.". 

t; 

9 3 

9 7 
13 (J 
138 
1(11 
113 

30 
140 
Kill 
BC 
S-9 

S7 

13 1 
130 
12N 

2fi 
110 
10 
9 1 

1 1 

132 
HI 

14 1 
14 0 

1 I 1 

104 

nr. 
127 

11-15 
119 
129 

S2-S3 
125 
102 
121 
131 
12S 

2 1 
92 
12 
9 5 
91 

1 1 1 
5 7 

13 2 

100 
21 

1 12 

Fi- 
nn 
1 1 1; 
1 10 
99 
27 
f r, 
1 1 2 

12" 
S5 
90 

J 33 
1 7 
1 FC 

132 

1 05 

9S 
|3s 
1 117 
1 I I 



DICKE.XS JEROME W RIGHT 

( President) 
WVAT. Inc. 



LIKE MOST 



77 



"Newsworthy 

BROADCASTING 

EXECUTIVES 
MR. WRIGHT'S 
LATEST 

BUSINESS 
PORTRAIT 
IS BY... 



Photographers to the Business Executive 
56', Fifth Avenue, Xew York 17 PL 3-1882 
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Did you smear it on the cat ? 



If that's how you tested your Advertising Council campaigns, she licked the 
right ideas. Just look below at the job done by four of the many hundreds of 
campaigns you've created since 1942. And by you, we mean all the agency 
account men, writers, artists, and media people who have given the 
Advertising Council their time, talent, and space for free. But the job's not finished, 
so don't give away your cat. You'll need her to test ideas for new Advertising Council 
campaigns to help solve some of America's most pressing problems. 





it]-, 




Helped drop death rate 
for all accidents to 
lowest figure on record. 



Created Smokey, the 
Fire Preventin' Bear, who 
helped reduce forest fires. 



Helped raise the number of local citi- 
zens' committees working for Better 
Schools from 17 to 9000 in 4 years. 




Recruited 350,000 volun- 
teer skywatchers for the 
Ground Observer Corps. 



The Advertising Council, Inc., 25 West 45th Street, New York 36, N. Y. 
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IN INLAND CALIFORNIA iand western nevadai 




RAD I O 



dUAloe/is fume 



W r /3 




These inland radio stations, purchased as a unit, give you more 
listeners than any competitive combination of local stations . . . 
and in Inland California more listeners than the 2 leading San 
Francisco stations and the 3 leading Los Angeles stations com- 
bined . . . and at the lowest cost per thousand! (SAMS and SR&D) 

In this mountain-isolated market, the Beeline serves an area 
with over 2 million people and over 4 billion in spendable income. 

(1954 Consumer Markets) 




KOH/O RENO 

KFBK ° SACRAMENTO 

? - 

KMJ O FRESNO 



) 

XI KERN O BAKERSFI 



ELD 



SACRAMENTO, CALIFORNIA • Paul H. Raymer Co., National Representative 
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ItlPOKT TO SPOXSOIIS for Hi May 1 «>.>.> 

( Continue*! from i»«f/t* '*) 



Do women look 
at daytime tv? 



WBC plan may 
ease paperwork 



SRA's Flanagan 
plans to retire 



One-shots pull 
tv audiences 



Du Mont future 
clouded 



Radio strength 
shown by ABC 



Admen favor 
recognition 



Ohio U. study of degree to which women pay attention to tv — especially 
daytime tv — makes point that large percentage of women do other 
things while tv set is on. Study, however, does not make clear to 
what extent set was turned on by children in first place. A tele- 
phone coincidental survey among Columbus housewives by Joseph Ripley 
of university's Dept. of Speech, study shows that during 4:00-6:00 
p.m. period more than half of women tv "listeners" are in other room 
while set is on, thus indicating to Shipley that daytime tv is 
divided-attention medium. Study does not show extent to which chil- 
dren are viewing intensively during those 2 hours. 

-SR- 

50% of present mountain of paperwork resulting from today's short- 
term saturation spot campaigns could be eliminated if buyers, sell- 
ers will follow simple plan, Westinghouse Broadcasting Co.'s Eldon 
Campbell, national sales manager, feels. The plan: Agencies agree 
once to abide by conditions of standard 4 A's contract. Then they 
place orders with reps by simple phone or informal notes, forget 
about contracts. 

-SR- 

Thomas F. Flanagan, SRA managing director, will retire from active 
duty with SRA within next few months. He will continue serving SRA 
on long-term consultancy basis. 

-SR- 

While every-week show is still basic form of tv programing, one-shots 
have shown strong ability to pull audiences. Top 2 shows in latest 
Nielsen Top Ten (two weeks ending 9 April) are one shots — "Academy 
Awards" and "Circus Highlights" shows, both on NBC TV. Ratings were 
57.5, 57.2, respectively, with audiences topping 18 million homes in 
both cases. Top every-week show was perennial favorite "I Love Lucy" 
with sponsors Philip Morris, P&G copping over 17 million homes. 

-SR- 

Future of Du Mont's network operations is clouded over by 2 factors. 
P.I.B. figures for March show web's gross billings down to $628,625, 
compared to $1,205,526 for March of 1954. (Four-network tv totals 
were up 32% during same month compared to previous March. ) In addi- 
tion, efforts are being made by minority stockholder group to force 
web's parent company, Du Mont Labs, to liquidate network operation. 

-SR- 

Network radio study from ABC Radio designed to show "how the radio 
of today differs from the radio of yesterday" is making rounds. Radio 
coverage, says ABC, is 44% greater than that of decade ago; also 
radio today offers 263% more auto radios. Some 14% more homes use 
their radios in the mornings than tuned in 10 years ago, and about 
same number listen in afternoons. 

-SR- 

Though air media have no agency recognition system — are thus not af- 
fected by pending Justice Dept. suit against system as practiced by 
print media — agencies and stations strongly favor some kind of recog- 
nition. This was brought out in SPONSOR story 6 November 1953 (see 
"Should air media recognize agencies?"). SPONSOR postcard survey at 
that time showed nearly 85% of agency and station executives approved 
some sort of agency recognition system by air media. 
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Before the Convention begins 

This- will be a big \ \RT1> Conven- 
tion. Of that there can be no doubt. 
Tin 1 \\ asliington, 1). C. locale alone 
guarantees extra interest, extra excile- 
menl. and an extra-big attendance. 

This will mark (he first appearance 
of a President of the Tinted States at 
a broadcasters" convention. Members 
of Congress and FCC Commissioners 
will have a fuller opportunity to talk 
with broadcasters and bear their prob- 
lems on a grass-roots basis than ever 
before. 

Judging from the number of time- 
buyers, account executives, and ad 
manager'- who have told SPONSOR they 
will be on band, (he 1055 Convention 
will be significant also for the number 
of buyers it attracts. 

The agenda will contain main ses- 
-ion- of top importance to sponsors 
and ageiiev personnel. For example: 
the Television ('ode Committee report. 
Itadio Advertising liureau meeting. 
Television liureau of \dvertising meet- 
ing. \nd. (d course, there's the corri- 
dor discussion- w hen- things vou never 

learn at home get pleiitv of ailing. 
# # * 

Local programing: 1955 

If von were to travel the length and 
breadth of the nation for a solid year, 
i mi < ouldn t hope to come up w ith as 
much information on what stations 
aie programing iodav as is to he found 
in (he page of (he 1055 Burets" Guide 
to Station I'logrtnniitg. This sconsok 
Ntv i* fs ln<. publication, which is now 
in the mail- to si'OXSOK subscribers, 
give- a detailed breakdown on pro- 
gt. 'tilling at 77' < of the radio stations 
i.nd <"/)'(• of the t\ stations in the 
I oiled Nate-; in addition it covers 
(~' ( o| iadio and 60' < of Iv stations 
in • «t i ia* I i 



Within it? pages vou can find at a 
glance how main hours of programing 
of am tvpe is carried ov er each of the 
stations responding to detailed ques- 
tionnaires. As you pore over the some- 
50.000 programing facts to he found 
in Buyers' Guide, these are some of 
the programing trends which emerge: 

Music continue* to grow on radio. 
More than one out of 10 stations car- 
ries 75 hours or more music hours per 
week; 92' r of radio outlets carry pop- 
ular music shows today compared with 
VA'/'t last y ear. 

I ho musical upheat isn't confined to 
strictly pop records. Today 78 r £ of 
stations carry light and classical con- 
cert music compared with 61' \ a year 
ago. It's interesting to note that while 
most of the stations carrying concert 
music are in metropolitan areas. 18'< 
of farm stations now air this type of 
music compared with only r>T last 
y ea r. 

In television there are interesting 
programing shifts as well. The Buyers 
Guide survey shows that more stations 
are programing late-night feature film 
shows — ?>Vr this year compared with 
7-1 r < last v ear. Farm programing over 
television stations is showing stead) 
growth as well. The stations with farm 
shows total 56' ,' this year vs. 47' < 
last. 

These are but a few of the facets of 
radio and television programing Buy- 
ers' Guide rovers. Individual eategorv 
listing- cover folk music, foreign-lan- 
guage programing, \egro and religi- 
on- programing among many others. 
» » * 

Fee tv and free tv 

I he Federal Communications Com- 
mission will need the wisdom of Solo- 
mon, the vision of Joseph, and the 
(outage of Daniel to safelv navigate 
the treacherous shoals of a lengthv. 
tedious fee tv hearing and emerge with 
the right decision. 

For here is an issue that, in its basic 
implications, is more important than 
all) thing that has vet come before 
the FCC. 

The issue is the affect of a sv-teni 
of fee Iv on a system of free tv. Can 
the existing system of commercial ra- 
dio and lelev ision. expressing the 
broadcast concepts of a democratic na- 
tion, live side by side in the same 
household with a system that is not 
free? Will advertisers be adverse!) 
affected 1>\ the competition for top- 
audience sports events and entertain- 



ment feature.-? Will fee tv outbid free 
Iv whenever a feature or event looks 
good enough? Might fee tv, with its 
staggering box office potential, become 
the tail that wags the dog? 

The battle lines are being drawn. 
On all sides there are polls of the pub- 
lie, pressure politics, and endless de- 
bates. This is all in the great Ameri- 
can tradition. 

1 here is much to be said for fee tv. 
Many of the arguments of its propo- 
nents are telling indeed. But the basic 
consideration is whether the American 
system of commercial broadcasting can 
remain strong when a fee tv system 
becomes its competitor — whether we 
want our svstem of free tv to remain 
basically unchanged. 

The responsibilities of the Commis- 
sion are great. Twice in ten years it 
has seen fit to foster broadcast develop- 
ments which, in retrospect, we believe 
the Commission would change if it 
could. For what happened after the 
advent of commercial fm and commer- 
cial uhf could happen after the adop- 
tion of fee tv — only worse. 

* * * 

TO LINCOLN UNIVERSITY 

Our thanks to Lincoln University for rec- 
ognizing SPONSOR along with such pub- 
lications as Life, Minneapolis Tribune, 
Christian Science Monitor, Look and oth- 
ers in its annual awards for "significant 
contributions to better human relation." 
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The Curators of Lincoln University 

and 

The Faculty of the School of Journalism 
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Extra Program Versatility 
from NEW RCA TS-11A Switcher 



The TS-llA is a "nine-input" switcher designed to handle com- 
posite or non-composite video switching for color or monochrome. 
Two rows of push buttons feed a manual fader assembly; a third 
row feeds a preview channel. A program transfer switch is provided 
to interchange the preview and fader busses with the output busses 
so that the fader section can be used for previewing fades, lap dis- 
solves and superimpositions. This makes it possible to use the fader 
channels for rehearsals while the preview channel handles the 
"on-air" signal. The fader assembly feeds a mixing circuit and 
three output amplifiers which are a part of the TS-llA, eliminating 
the need for installing elaborate distribution amplifier systems 
external to the switcher. The new switcher is free of microphonics 
and low frequency tilt and bounce, so that a stabilizing amplifier 
need not be added as part of the switching system. 

For further information about this exclusive RCA development get in touch 
with your RCA Broadcast Sales Representative. In Canada, write RCA Victor 
Ltd., Montreal. 




The TS-llA Switcher is supplied with an RCA console 
housing (Ml 26266 B}, a TM-6B mosler monitor and 
power supplies to farm a complete versotile system. 




RCA PIONEERED AND DEVELOPED COMPATIBLE COLOR TELEVISION 

RADIO CORPORATION of AMERICA 

ENGINEERING PRODUCTS DIVISION CAMDEN, N. J. 
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KMBC 

Kansas City's 
Most Powerful 
TV Station 

Primary CBS-TV Basic Affiliate 



1 



\ 
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DON Davis, Vir«« I'rKstflerJ 

JOHN SCHILLING. V'8cff J^KntidfiSSSf 'ami G«»I*ifraf HanmRT 
HIGGINJ, IV i? ffcwwmfew}' qmifinfa* ■fifmpager 

Radio, it's fhe KMBCKFRM Teapi 

;n f/ir? Heart of America 
KMBC Konso* G?y 
KFRM rf<X1 t|ie Stofa p/ Kansas 




The local boys (and girls) are making good in a bi< 
when it comes to top-rated TV talent in the K\ 
City market. Here's how the latest Telepulse 
KMBC-TV hometown personalities and product 

Top-rated Newscaster — network or local 
Lionel Schwan with "News at Nine" 

Top-rated Weathercaster — network or loca 
Jim Burke's "The Weather Story" 

Top-rated Sportscaster — network or local 
"Sam Molen's Sports" 

Top-rated Local Women's Show 

Bea Johnson's "Happy Home" 

Top-rated Local Kids' Show 

"Comiclub" and "Commander 9" 

Top-rated Evening Movie 

"Premiere Playhouse" 

If you'd like to send your product to the top in K 
City, schedule your television advertising on top- 
KMBC-TV shows. Your Free & Peters Colone 
sell you the time that sells the market. Contaci 
for a contract. 

KMBC-TV 

Kansas City's Most Powerful TV Station 



